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Philsdciphia Record — 


Rev. T. De Witt Talmage sagely observes that “*A 


newspaper whose columns overflow with advertisements 
of business men has more influence in attracting atten 
tion to and t lidingupa ty r town than any ther 
agency that can be employ : . No power on 
earth is so strong t iild up a town as a newspaper 


well patronized, and its power should be appreciated.” 
NEWSPAPERDOM. 


A power of good to | 
you, Mr. Advertiser 


The Philadelphia 2: d, under the sagaciot 











agement of William M. Singerly, has reached another 
: milestone, the twentieth since Mr. Singerly took chz 
A He found the Record weak and frail, with small circula 
4 tion and influence, and he has made it one of the greate 
3 papers in the country, large in its circulation and in it 
# advertising patronage 1 far-reaching in its influence. 
Its news columns are brimful of the latest intelligence, 

* its editorial page is informing, independent and fearless, 
q its miscellaneous features are invaluable to the reader and 
q in all respects up to date. ~Pusiic LepGEr. 
: 
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Philadelphia KMC@COI 
‘ 4 
i Average Circulation in 1896: For rates address } 


Daily Edition, 170,402 a aor 
rn PUBLISHING COMPANY, if 
Sunday 524,234 Philadelphia. 
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Advertisements 


in American newspapers ought 
to be about as remunerative as advertisin: 
in daily papers and magazines for countr 
custom. 

Consistency would suggest that Chinese new 
papers reach the Chinese people, and local count: 
weeklies the country people. 

It is an indisputable fact that the brightest a 
vertisers of our land use the country papers y 
after year— and get rich — which is their reason fi 
so doing. 

There are 1,600 local family papers in the Atlantic Coast Lis 
Reach a million families weekly. 


One order, one electro does the business. 
Catalogue for the askiny. 


ATLANTIC COAST LISTS, 134 Leonard St., New Yor! 





ENTERED AS SECOND-CLASS MATTER AT THE NEW YorK, N. Y., Post-Orrice, JUNE 29, 1893 





ademic discussion looking to the only as a basis for advertising con- 


itual evolution of the newspaper tracts, a means to the le 


ss than most discussion of that sort, to be considered the sale of space as 
that, to an extent unusual even in the only other considerable, as well 
idemic discussion, it ignores essen- as the largest, source of newspaper rev- 


wspaper publisher are limited. Upon 
r profitable sale depends his living scription rates, which competition 
s continuance in business. He has would render impracticable, even if 
vs to sell and space. These two are the buying public would stand it ; or, 
chief items of his stock in trade. (2 through government control or cor- 
he rightly conceives of his duty and porate subsidy of the press. But the 
opportunity, his ideas and influ- liberty of the press is sd increasingly 


bab Aa 


ht construct an editorial page war- able independence of thought even in 


ody takes offense at the clam. No- sense subsidized by the receipt of such 


Seep 


offended with, him. The shrewd crue from support of the party. For 
isher is apt to conclude that, on these revenues the publisher pays to 
narrowest commercial basis even, tle last cent their full value, in the 
loes not pay to be a cclam. Fear is service he renders, in the enmities he 
tter asset than contempt, and the must incur through undeviating loyalty 
torial page must stand for one asset in good or ill repute, in foul weather 


ured, prolific of sufficient enmities, sidered a second phase of the subject, 
at men court its favor and fear its a broader and more interesting field 
roof, 
blisher is not long in discovering. ual necessity. Granting, for the sake 
Che publisher has news to sell. He of argument, that, in some way not yet 
ls his news at a nominal sum, ina _ thought out, a regular daily newspaper 


il figure merely—from which, to find be true that there can never be a news- 
net rec eipts, he must deduct the paper without advertising. What is 
ldleman’s share. The circulation news? What do people read? Who 
unt must at least be charged with reads the paper? Within certain well- 
salary of the circulation agent, defined limitations of editorial leader- 
ter it has been already reduced by ship of thought, rather than blind fol- 
commission of the newsdealer or lowing of the popular passion of the 
route carrier, ‘‘The larger the 
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XIX, NEW YORK, JuNE 16, 1897. No. IT. 
NEWSPAPER AND THE AD- circulation the greater the loss’’ may 
VERTISER. not be literally true; but true it is 

" that, save in exceptional cases, the cir- 

By A. E. Host. culation can be prudently regarded 


timate ends 


oO 
gl 


t advertisements is more profit- of profitable business. There remains 


enue. It follows that there can be no 
commodities for sale by the newspaper without advertising, except 


1) through a great increase of sub- 


are not for sale. His editorial the American idea that the tendency 
is not in the market. True, he is to-day more and more toward reason- 


to offend no man; it is easier the strict party journal—which, by the 
a clam than a brainy man, and by, is not to be conceived of as in any 


cares enough about the clam to items of public patronage as may ac- 
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other. As a matter of fact, as in fair; in business he drives away 
pays better in the long run _ by partisan proclivities 
an editorial page sufficiently There is, however, still to be con- 









This the alert newspaper for inquiry than considerations of act 







at best restricted. He gets might live without advertising, so far 
wo, three cents a copy—a nomi- as revenue is concerned, it would still 
















moment, it is the duty no less than the 
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profit of the newspaper to please its 
readers. The publisher must consider 
who reads his paper. Ile knows who 
skims the paper through—glancing at 
the head-lines, hurrying through the 
market quotations, over the coffee 
cups, on the crowded car on the way 
to business. But who reads his paper ? 
Who but the woman—the shopping 
woman? Not long ago a leading 
newspaper undertook a census of the 
women of its reading public, to find 
out what portions of the paper women 
like best. The result was interesting, 
if somewhat amusing in the indiffer- 
ence it disclosed to the charms of the 
woman’s page. We may not accept as 
conclusive any data as to what woman 
does not read—‘‘ age cannot wither 
her nor custom stale her infinite va- 
riety” —but what she does read we 
know, we who are married. She reads 
the ads. Cuba and the tariff she may 
skip, but she can tell you where th« 
bargains are to be found. The second 
and the greatest reason why there will 
never be ® newspaper without adver- 
tisements is then that the advertise- 
ment is news; and a paper without 
news is rveductio ad absurdum, a con- 
tradiction of terms. 

There might be such a possibility as 
the academicians contemplate, had the 
advertisement remained stationary, had 
it not kept pace with the best news- 
paper enterprise of the day. Were the 
advertising columns still nothing but a 
catalogue of names, those who had the 
curiosity and time to consult them 
might, no doubt, gain equal informa- 
tion from the city directory or the 
sign boards. Readers would have no 
right to demand that a live newspaper 
cumber its space with dead matter 
called advertising, any more than to 
demand its cumbering with dead mat- 
ter of any other sort. But the ideal 
advertisement of to-day is a ‘* story,” 
whose skill in telling may challenge 
the admiration of the best descriptive 
reporter, whose sustained interest may 
claim parity with his best efforts. I 
have more than once read through, to 
the last word of the last line, an adver- 
tisement of goods I neither wanted 
nor could afford, simply because the 
story was told so attractively. How 
must it have been with the reader who 
did want the goods and could afford 
them ? 

The relations of the newspaper and 
the newspaper’s advertisers are, in 
short, those of interdependence the 


one on the other. An advertisemen 


in a live, legitimate, well-conduct: 
family newspaper is the best guaran 
of the advertiser’s good standing a1 
repute, since such a paper will a 
no other. The advertising of a | 
legitimate, well-conducted busines 
a paper is the best guaranty of 1 
paper’s good standing and reput 
since such a business house will 
vertise in no other. 
-o, 
DR, PIERCE’S SKELETONS, 

Dr. R. V. Pierce would appear to have 
most a monopoly on the materialized r 
festations of Mors Pallida in the advert 
field. If there are any skeletons that | 
not yet posed for his agile artists, they 
count on good rates as models in ther 


future Of course it goes without say 
that all the proprietary interest Dr. Pic 
has in these graveyard refugees 


cash interest. He would not be ready 
claim that they are skeletons only beca 
they took his Favorite Prescription, 
therefore owe their services to his adverti 
department.—/ ame. 


————_—__.+ 





OFTEN FORGOTTEN. 

Price means nothing until you see t 
goods. Rates mean less, until you know t 
constituency and the quantity of it. Thef 
that one paper costs five cents a line argue 
nothing. It may have only 3,000 subscriber 
while the paper that costs fifteen cents a | 
may have 30,000 circulation ; and the form 
may reach the “hand-to-mouth ’ class, wl 
the latter goes into the homes of prosperity, 
financial capacity.— Chicago Baptist Uni 

—_ ——- 
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LEATHER SUSPENDERS 


ONLY 35e, 


AT THE COLUMBIA, 


114 W. WASHINGTON:ST, 
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OSWALD OTTENDORFER. the Metternich government in 1848, 


and joined the Von der Tann volunteer 

Oswald Ottendorfer, philanthropist corps, which, in the first Schleswig- 

| journalist, was born in Zwittau, Holstein war, participated in several 
Moravia, February 29, 1826. He was engagements with the Danish forces. 


a 














OswaLp OTTENDORFER. 


son of a manufacturer, went During the uprising in Vienna he was 
igh the course of classical studies, first lieutenant in the battalion that 
levoted himself to jurisprudence was commanded by Robert Blum. He 
the University of Vienna. He was subsequently joined in the popular 
ctive in the.movement to overthrow revolution in Saxony and Baden, after 
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the failure of which, to escape capital 
punishment, he fled to Switzerland, 
and from there came to the United 
States. In New York he found em- 
ployment in the counting-room of the 
Staats-Zeitung, When, after the death 
of Jacob Uhl, its proprietor, the man- 
agement of the paper devolved upon 
his widow, the services of Mr. Otten- 
dorfer became gradually more impor- 
tant, and the acquaintance thus formed 
led to his marriage with Mrs. Uhl in 
1859. As theGerman-born population 
of New York City increased, his jour- 
nal, in which he endeavored to reflect 
the sentiments of the German-Ameri- 
cans, became one of the most widely 
circulated and influential in New 
York. He adhered to the principles 
of the Democratic party, but joined no 
political organization and maintained 
an independent position. He has 
been an advocate -of reform in the 
civil service and active in promoting 
improvements in the public school sys- 
tem. In 1872-74 he was an alder- 
man, and in 1874 a candidate for 
mayor of New York City. In 1895 the 
University of the City of New York 
conferred the degree of Doctor. Be- 
sides other charitable gifts, Mr. Otten- 
dorfer gave $300,000 to build and en- 
dow an educational institution in his 
native town in Austria, founded the 
Isabella Heimath in New York City at 
a cost of nearly $1,000,000, a home 
foraged and indigent men and women, 
and established the Ottendorfer Free 
Library on Second Avenue, New 
York City, at an original cost of $50,- 
000, which has been augmented by an- 
nual gifts. Although an invalid, he 
personally directs and controls the edi- 
torial management of the Staats-Zeit- 
ung, being the life and soul of the 
whole business. 
Cet Ce 
ALWAYS A RIGHT WAY. 

There is a right way to advertise any busi- 
ness and it is comparatively easy to find this 
right way. There need be no unreasonable 
chances taken. The advertiser’s problem is 
simply to get his story before the people 
mest likely to be interested—simply a plain, 
straightforward statement of what he "wishes 
to do for them. To be sure, it requires 
thought and judgment to do this in the right 
way, but no more than in any other depart- 
ment of a business. 

anmaautiilaiicontwatlivads 


HOW “ TARIFF” ORIGINATED. 





The word far? is derived from Tarifa, 
seaport of Spain about twenty miles = 
Gibraltar, where the Moors, during their 
supremacy in Spaiff, levied contributions ac- 
cording to a certain scale on vessels entering 
the Mediterranean Sea.— Keystone. 


ANONYMOUS. 


A circular without any title, purport 
ing to be issued and sent out by th 
Businessmen’s League, New Yor} 
whatever that association may be, give 
the following advice about advertisin; 

if a business man invest $150 a year f 
advertising, does he take the same troubl« 
learn what he is getting as when he inves 
the same amount in merchandise ? 

If he doesn’t he should. 

A plain statement of newspaper circu 
tion, giving the average number of coy 
circulated for a period of 3 or 6 mont 
last past, is good evidence of bona fide 
culation. Advertisers should demand it. 
newspaper that keeps a record of its circu 
tion can always supply statements of t 
kind. 

Demand these statements, and see t! 
they're proven. 

The newspaper that does not keep a re« 
of the number of copies printed and circi 
ed omits keeping this information for a } 
pose. 

The equipment of a newspaper estat 
ment affords advertisers a basis of circu 
tion. Go, see for yourselves, 

Learn the reason. 

Chas. Austin Bates, in his book, “G 
Advertising,” says: ‘The best paper ir 
community always brings ample returns t 
advertisers. ‘The best paper covers the cre 
of trade in any section. 

He is right. 

Mr. Bates also says in the same book 
you can only advertise in a small way, p 
out the best paper in your territory and spx 
all of your advertising money in that. W! 
your business grows, and you can spend m 
money, buy more space in the same paper 

Some cities have a single newspaper t! 
reaches all the people living in its district 

Among such cities are Boston, Ma 
Brooklyn, N. Y.; Reading, Pa.; Washir 
ton, D. C.; Indianapolis, Ind.; Milwauk 
Wis. 

Chas. Walpole, London, Eng., said: 
my recent tour of America | was surprise 
note that the American business man, wit! 
otherwise characteristic shrewdness, was 
a great deal of money in injudicious ad\ 
tising. In a number of cities where 
newspaper is almost generally read, | 
served his advertisements in various pa 
in the same city. What's his idea of pay 
for this duplication of publicity? In 
conduct of his business he would not 
anything else unnecessary to its success 


The only way to reach all the pe: 
in a city is to use all the newspap« 
This may not be profitable, but it 
the only way to accomplish the ob 
Of course, such a method implies 
plication; but duplication is the ess« 
of advertising. We advertise to- 
in the same paper that we used yes 
day. Smith sees our ad twice in | 
days. If, in using several papers, 
make Smith see our announce! 
twice on the same day, the princ 
involved is the same. 

ss 

To DISCONTINUE advertising is like re 
ine to a new store and leaving no new 
dress. 


] 
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THE SUN 


alone 
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POSTERS IN PARIS, THE ILLUSTRATIONS, 
In Paris all the posters command such a A certain advertising manager nearby N 


sale that the greatest care is taken by the York gives it as his experience that il 
printers and bill stickers to prevent the men trating his advertisements doubles the 

from selling the posters instead of sticking sults. Thegentleman in question stated | 

them uponthe walls. Each bill sticker is tively that in the case of an item of hosi 
provided with a raised plan of the city, and that brought average returns when run sim] 
on this is marked each place where the asa printed item in the ad doubled or tret 
posteris to be put. Then, after the man has results when a cut of a sightly-looking st 

returned from his round, an inspector takes ing was run to illustrate the same item 
the same route and checks off each poster. Dry Goods Economist. 





If one is missing, the bill sticker is held ac- ——_~@e——_—— 
countable.—/nland Printer. ENTITLED TO ONE. 
oo - **My mither sent me to see if you wad 
ABSURDITY RUN RIOT. her a calendar like the ane you gied to M 


_Jewish publications are read from begin- Mackay,’ said a boy to the grocer in t 
ning to end by all members of a family, who viliage. ‘‘ But, my little boy,’’ replied 
religiously read every item from the first grocer, “‘ your mother does not get her gr 

rline on the first page to the last sentence ceries here.’’ ‘‘ No,”’ replied the boy, “ 
on the last page. Advertisements and all are she borrows them from Mrs. Mackay, ar 


read; nothing is overlooked.—Fewish Com- Mrs, Mak ay yets them@fnag you. "> plfouse 


ment, Baltimore, Md. hold Words. 
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All goes well in Brooklyn. 





Brooxtyn, N. Y., June rst, 1897. 


eet oy J HENNESSY, Montague and Hicks Sts. 
: New York Times is one of the best selling papers I have on the 
stand, ' am now selling over 100 where I only sold 85 a short time ago.”’ 


Newsdealer BAYLIS, 1073 Fulton Ave. 


The New York Times and one other paper were the only papers 


that sold last Sunday; had returns of all the others, and no returns of 
The New York Times.”’ 


New ysdealer STOLPER, Fulton near Franklin Ave. 


The New York Times sells a great deal better. 


Newsdealer ECHARD, Bond St. and Atlantic Ave 

*“T not only sold my regular order last Sunday but out of 10 extra I 
put on I sold 7. The New York Times is one of the best selling papers 
I have on the stand.” 


Newsdealer McLEON, Nevins St. and Atlantic Ave. 
“The New York Times sells good; only have a few returns. Last 
Sunday put on 20 extra,”’ 


Newsdealer ORR, Myrtle Ave. and Washington St. 


“The New York Times sells very good at both our stands.”’ 


ey MELVIN, Pifth Ave. and Bergen = 
The New York limes sells extra good. I 1 on 5 extra last 
Sunday and sold them all. It was one of the best selling papers | had 


Newsdealer LEWIS, Flatbush near Sev enth Ave.— 
“The New York Times sells extra good,’ 


New sdealer CLAGHORN, Montague and Court Sts.— 
*The New York Times sells finely.’ 


Newsdealer BROOK S, Vanderbilt and Fulton Aves. 
**The New York Times has increased again, for I sold all I had last 
Sunday and could have sold a few more I will not be caught that way 


again. J] have sent my order in with an increase for next Sunday 


Newsdealer DERNELL, 15:1 Division Ave.— 
“I always do whatever I can to push a good paper, and that is what 
I call The N®w York Times. The Times has increased with me lately 


and this is a Republican district.” 


1015 Bedford Ave. 


“he New York Times is selling good in this Republican district.’ 
New Peter. BUTLER, 1063 Bedford Ave.— 
a 


hen I started I did n« rt have any calls for The New York Times; 
now The Times has increased to 12 and this is a Republican stronghold.”’ 


Newsdealer BLOCK, Brooklyn Bridge Station— 
‘he Times sells very good. It is one of the best selling papers 

I have.’ 
Newsdealer WILLIAMS, 166 Fulton St.— 

**The New York Times sells extra fine. Last Sunday I sold over 
my regular order.”’ 
Newsdealer BOND, Fulton and Orange Sts. 

“Sold all | had of The New York Times last Sunday. I usually 
have a few returns. It is one of the best selling papers on the stand.” 


The Hew Work Times. 


‘*All the News that’s Fit to Print.’’ 
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THE MEASUREMENT OF ADVER- 
TISEMENTS., 


To the Editor of Neu wate dom: 

In charging up some advertising recently, 
which was sometimes set matter and some- 
times electrotype plates, we measured both 
kinds from rule to rule. When the remit- 
tance was made by the advertiser, who was 
an advertising agent, we found he had de- 
ducted quite a little from our bill, and in ex- 
planation there was printed on the statement 
with a rubber stamp, ‘* We measure all ad- 
vertisements type to rule unless they are 
plates. » then we credit just what the plates 
occupy. 

This seems to us a new ruling, and we 
would like to inquire if it prevails in other 
offices. We know that usually, if an adver 
tiser contracts for a specified number of 
inches and furnishes electrotype plates, he 
makes the plates occupy every particle of the 
space contracted for. This, we are under 
the impression, the majority of publishers 
would Tet pass without making any com- 
plaint, but in a case like that which we men- 
tion, where the advertiser contracts for a 
specified number of inches in the year, using 
a variable amount each week and the great 
majority of it to be set by the publisher, we 
think the space should be measured from 
rule to rule. We know that in setting a lo- 
eal advertisement of, say, five inches, we 
would give that advertisement only five 
inches frem rule to rule. 

Another question which has presented it- 
self to us for solution and which hinges on 
the answer to the foregoing, is this: The 
Sterling Remedy Company contracted with 
us recently for 64 inches of advertising each 
Sunday for one year. There was to be a 2- 
inch double-column electrotype and 2% 
inches in reading notices, which they agreed 
to furnish in electrotype plates. When we 
received the plates we found the 2-inch 
double-column electrotype measured on the 
printing surface two full inches. This we 
would never find fault with. The reading 
notice advertisement was mz ade up of five 
items, and a separate electrotype plate was 
furnished for each. When these five plates 
were placed together, with nothing between 
them, they occupied full 24 inches, and 
scripture measure, too. In giving them the 
first insertion, we placed them together with 
no leads or dashes between. We received a 
letter from the advertiser soon after, re- 
questing us to scatter them over the paper, 
as he thought that would cause better re- 
sults. We agree with him in the latter point, 
but believe if he wished us to print them 
that way, he should have allowed a little for 
spacing. We have not answered his letter 
yet, and shall not do so until we have re- 
ceived your opinion on how advertising 
should be measured in such cases. We do 
not want to take a stand on the matter until 
we are sure we are right and can stick to it. 

PUBLISHERS. 

[By all means charge from rule to rule for 
both display and reading advertisements. 
Suppose your columns are 20 inches long; as 
advertisements are measured in plates sent 
you, you would get three six-inch advertise- 
ments in a column, and then find, after 
leaving a little daylight at top and bottom of 
each and rules between, you would have orly 
one inch left. Who pays for that inch ? 
Why should you devote twenty inches space 
for nineteen inches pay ? 

You cannot make an advertising agent in 
the country do business on this plan; yet it 





is unquestionably the only just one. If 
sends you electros only length of spa 
bought, you might run a thin single ruk 
tween each, with no white space, but the 
vertiser would suffer, and the appearance 
your paper, too. It isa good argument t 
the necessary white space at:top and bott 
of an advertisement helps its appearance 
conspicuousness, and should, of course, 
paid for by the man who gets such benefit 
The Youth's C ompanion is a shining « 
ample of a publication that insists upon 
right thing with reference to this matter 
understand that every advertisement in it 
measured from center of rule to center 
rule.—Editor Newspaperdom. | 
The advice given by Newspaper 
is sound in principle, but bad in pr: 
tice. The publisher that follows it w 
waste more time, stationery, tem 
and postage than the extra space w 
be worth, and eventually will yield t 
point, if he is wise. That the adve 
tiser ought to pay for all the space 
uses is right, but that he should on 
pay for the space his electrotype ox 
pies has come to be the custom, an 
publishers find it more profitable 
acquiesce than to argue the point. T! 
custom is so well established now t} 
no self-respecting advertiser will sul 


mit to any infraction of it. A two-lin 


want advertisement always occupi 
space of three lines, but the New Yor 
Sun or Chicago News will only char, 
for two lines. The }outh’s Compani 
will charge for three lines, it is tru 
but where is there another paper th 
will? Wherever such an one is foun 
it is in need of a new advertisi: 
manager. 
seas 


THEY LOOKED GOOD. 

* How beautiful the country is !”’ said 
traveler to another as they sped along a } 
ular railroad route. *“*The scenery is 
lovely at this time of year.’’ ‘ Yes,” 
turned the other, “I never saw the adv« 
tisements look better.” —A.rchange. 





Tue American Chess Magazine thus 
vertises itself, and incidentally the rey 
of the International Cable Chess Match 
tween the members of the House of Repr 
sentatives and the House of Commons 
June 1, which appears in its first issue. 
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|e CALL 
Francisco 


“SPEAKS FOR ALL” 
j ew 
ITS PATRONS 


are found in the commercial houses and 
family firesides. 











ITS CHARACTER 
is pure, moral, fearless and progressive. 
F ITS CIRCULATION 
\ has increased 50 per cent per annum 


under the present management. 


ITS ADVERTISING 
PATRONAGE 
bona fide, is greater than that of any 
other paper in California. 
ITS FIELD 
is the whole Pacific Coast—and it cov- 
* ers it thoroughly. 


ITS REFERENCES 


j The excellent indorsement of every ad- 
j vertiser who has used it. 

j 

ITS RATES 


and further information will be furnished 
gladly by 
CHARLES M. SHORTRIDGE, 
Or.... Editor and Proprietor, 
D. M. FOLTZ, SAN PRANCISCO, CAL. 


Eastern Manager, 
34 PARK ROW, NEW YORK, 


It reaches the classes you want to reach. 
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(LEANNA ADEN: 


93 S. Jefferson St., 
CHICAGO. 
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PRINTERS’ INK. 


The Great End 
and Fim 


of all intelligent general advertising is 
to cover a// the ground in a certain 


district thoroughly. 


To do this in the richest of the 

Great Middle Western States, you can- 
not afford to leave out the lists of the 
Chicago Newspaper Union, composed 
~.of 1,500 papers issued from the largest 


towns and villages in that territory. 


Their average circulation is fifty 
per cent larger now than ten years ago. 
The character and workmanship 


are one hundred per cent better, while 
our advertising rates are lower than then. 


All successful and live advertisers 


are patrons of our lists. 


Further details in catalogue 


Chicago 
Hewspaper 
Union 


10 Spruce Street, 
NEW YORK. 
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SOZODONT ADVERTISING. 





PERINE, OF HALI & RUCKEL, 
ALKS INTERESTINGLY ABOUT I 


1 


When a representative of PRINTEI 
INK recently called upon Mr. Fred 


= 
» 
- 











rick L. Perine, the advertising man- 
ger for Messrs. Hall & Ruckel, of 
Sozodont fame, at the offices of that 
gentleman, 215 Washington street, he 
found that Mr. Perine was feeling a little 








PRINTERS’ 


ERS’ INK had, in an article published 
yme months ago chosen to misunder- 
id him on the matter of the re 
strictions placed upon advert ing solic- 


itors by the Sozodont people. PRINT- 





a Freperick L. Perrine. 





INK, 






innoyed 











because, as he put it, PRINT- 


ERS’ INK had seemed to think or im 
plied, he said, that these restrictions 






were too arbitrary, whereas he main- 





tained that even with them he was not 
free to give such attention to other 
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pressing affairs as these demanded. 
However, in the same frank spirit 
which animates the publication, the 
gentleman waived his feelings in the 
n.atter, and accorded PRINTERS’ INK’sS 
commissioner every courtesy which he 
could have deserved. 

In answer to the query whether there 
were any new plans in the exploitation 
of Sozodont, Mr. Perine said: 

‘**Our plan, which embraces the cur- 
rent year, was formulated last fall. 
The principal thing new in our field is 
our developing our market in the 
Spanish-American countries. True, we 
have been operating there for years, 
but we never advertised to any extent.” 

**What methods do you use ?’’ 

‘* We use space in the newspapers, 
correspond with druggists and send out 
samples.” 

‘* Which is your distributing point?’ 

‘‘We've established a main agency 
in Monterey, Mexico, for several rea- 
sons. Strange as it may seem, for dis- 
tributing purposes we prefer it to any 
place in Mexico. We carry a good 
stock ther@,and we are doing well.” 

‘*T had thought, on an article of 
luxury like yours, that would scarcely 

ver 

us Contrary to preconceived notions, 
it dees. Although the proportion of 
the well-to do may be small, the people 
generally are liberal spenders,” 

**De you do anything in South or 
Central America ?”’ 

‘* We have had a representative trav- 
eling through South America the past 
four mouths," 

‘* What are you doing in England?” 

‘*Our agent in London is merely re- 
vamping our regular ads. This, how- 
ever, involves a special campaign, 
While we propose to prepare our an- 
nouncements here and send plates over, 
we shall have to amend them to suit 
England.” 

‘* You are said to have a good mar- 
ket there. How was it obtained ?”’ 

‘**T can only give you the stereotyped 
formula—through hard work and the 
merits of the product. I may add 
here that the Australian and South 
African markets are receiving some 
attention, too.” 

‘*Coming back to America, do you 
still use all the general mediums ?” 

‘*Yes; we employ all the leading 
publications, monthlies, weeklies and 
dailies, and all the up-to-date methods 
in sign-boards. For instance, in the 
latter we have a complete showing be- 


tween here and Philadelphia, and hay: 
erected a considerable number in mai 
other directions, all built and con 
trolled by ourselves.”’ 

‘*Can you trace returns to them ?” 

** We can only say in a general way 
that we think they are efficient aids i 
the sale of our products, but we ca 
only estimate. We can not determine 

‘* How else do you reach the public 

‘*We do a large amount of sampli: 
by mail and through druggists, and « 
personal orders. But we have aba 
doned hand distribution by our ow: 
agents.”’ 

**Do you employ the cars ?” 

‘* Neither surface nor elevated. 1 
make a comprehensive Statement, w 
employ all the mediums which con 
under the head of what has been call 
the ‘Sozodont’ class.” 

‘*Some of your work is very dainty 

“Yes? Wethink we lay particular 
stress upon the artistic features, sparin 
no reasonable expense to achieve t! 
best results.”’ 

‘* Through whom do you place ?” 

‘* Tn this country, direct.” 

‘*Have you faith in all your meth 
ods sa 

‘* Perfect faith. Some of them are 
however, but supplementary.” 

** Do you key your ads ?” 

‘‘Our method of keying is mere] 
tentative. Keying wouid involve wit 
our goods too much work and too litt 
satisfaction. As it is, it is 4 mere 
straw. We get many requests { 
samples, and we are always glad t 
send them out in return. We can usua 
ly tell, however, by the ear mar} 
whether these requests are genuin¢ 
You will readily see that a nation 
advertiser like ourselves who has 
article for general consumption woul 
have rather a hard time to close 
trace results unless he has a mail orc: 
business.” 

**Do you advertise in the trade joi 
nals ?’’ 

‘*We don’t go into drug journa 
Our relations with the trade are so we 
established that this would be pe 
functory. But we use the medi 
journals for Sozoderma Soap. By t! 
way, don’t forget we own and adve 
tise the following other proprieta 
articles, all well and favorably know: 
Spalding’s Glue, Madame Porter 
Cough Balsam and Dr. Porter's Sto: 
ach Bitters.’’ 

‘** You use the leading religious pa 
pers ? 
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‘ Ves, and also most of the humorous 
eeklies.”’ 

‘*Do you accept the statements of 
ublishers on circulation ?’’ 

‘* We require a statement of circula- 
m on all new business over the sig- 
iture of the publisher, countersigned 

his representative if he has a local 
ne, 

‘Are you not doing more display 
ian ever ?” 

‘Not particularly. We 
rominent displays sandwiched in be 
ween our regular runs. sly 


believe in 


We large 








INK. 


sound advertising practices, and as un- 
compromisingly opposed to everything 
not sound. Yet I find myself some- 
times wondering whether Ananias was 


15 


not an advertising man. But, after all, 
I have a high regard for the men who 
stand forthe business at its And 
I have high hopes that our profession 
will be unfailingly raised from year to 


best. 


year, not only in the estimation of 
business men, but also in that of the 

yublic generally.” 
Mr. Perine recently sent to his 
friends specimens of the original pho- 
tographs presented to the 


ladies in attendance at 


two spec ial matinees, 
May 19 and 26, of ‘‘ The 


Girl from Paris,’’ at the 
Herald Square Theater, 
New York He says he 


believes it to be the first 
time, in the metropolis at 
least, when original pho- 


tographs so large and 


costly have been given 
away in quantities ata 
well-known theater, and 


also the first time when 
the owners of 
theater and the manage- 


ment of a successful play 


a leading 


have appropriated an ad- 





vertising design tor 
their souvenir gifts. The 
appropriateness of this 
action is apparent, how- 
ever, when it is under- 
stood that Miss Lipman 
is none other than the 
‘Sozodont Girl” of the 
public prints, who ex- 
hibits her pretty teeth 
through the medium of 
a mirror. After the 


second performance, 
Messrs. Hall & Ruckel 
presented to each lady a 





elieve, too, in timely advertisements, 
iching on topics of public interest. 

Vhenever we can properly introduce 
odont, or any of our articles, we 

re glad to do so, but we are particular 
it the appositiveness of our ads shall 
t hang by a mere thread.” 





hanks for an interesting pow- 
Mr. Perine.’’ 
‘‘ Here is a new display ad of ours 
f you wish to take it along. Pleasing 
is it not? I would like to add just 
me word. Personally I am intensely 
nterested in everything promotive of 


vow, 


souvenir book of samples 
of Sozodont, Sozoderma Soap and other 
50zo specialties They were put up in 
a pretty box, and reclined in soft red 


and white cotton, awaiting the touch 
of the hand that would put them to 
use. J. S. WILLIAMs, 


. + 

TO CREATE A DEMAND 
The distinct and sole object of advertising 
is to create a demand for the goods adver 
tised. No amount of silly sophistry on the 
part of alleged experts will ever alter this 
fact. If advertising did not create a demand 
for goods it would be useless for all business 
purposes, and a poor ad would be just as 
good as the best one.— National Advertiser, 
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booklets, novelti 
Little Schoolmaster 
tions to the Editor of PRINTERS’ LYE. 








’ 


‘*Puritan Pins Pay” is about all it 
says, in large type, on a postal sent out 
by the American Pin Company. It 
adds, in small type, that a postal sent 
to them will ascertain why. The postal 
probably advertises a booklet. It ought 
to leave a tangible impression, it is so 
much to the point. 

* * 

Quite a lot of very good grocery ad- 
vertising comes from the Pacific Coast. 
There appears to be a different set of 
conditions for the large grocery houses 
in California to meet, judging from 
this matter. Itseems that retail houses 
have a large number of customers who 
buy at long intervals and in large 
quantities. These are the ranchers and 
steckmen at a distance in the country, 
who mak@*two or three trips to the city 
in a year, or who buy by mail. ‘lo 
these customers special rates are given, 
which, though not equal to wholesale 
prices, are considerably less than reg- 
ular retail prices. For the benefit of 
these people, some of the big grocery 
houses have regular monthly price 
lists, which are sent to them and to 
other customers in the city. These 
price currents give the prices to small 
buyers and large buyers both, in par- 
allel columns. I do not remember 
ever seeing anything just like this any- 
where else. 

One of the largest houses in San 
Francisco is that of Goldberg, Bowen 
& Co. They have four stores. Each 
month they send out from these stores 
10,000 of these price lists, which they 
call ‘‘ The Art Domestic,” but which 
does not make any great pretense of 
being anything but a very good gro- 
cery catalogue. These monthlies num- 
ber thirty-four large four-column pages 
each, and are closely set in nonpareil, 
with plenty of illustrations. I think 
this is a very good advertisement in- 
deed. Where a firm has taken pains 
to build up a reputation for promptness 
and reliability, it must be a great con 
venience to the customers in the ranch- 
ing districts, and other out-of-town 
places,to do their buying from such a 
carefully edited catalogue. frwill re- 
produce a half-page ad from the May 


ADVERTISING FOR RETAILERS. 


Advertisers everywhere are invited to send matter forcriticism ; to propound problems and 

to offer suggestions for the promotion of better advertising. Se nd ne wspaper ads, circulars, 
catalogues, Tell your advertising troubles porns 8 PRINTERS’ INK (Tne 

in the Art of Adve *rtising) can lighten them. dress all communica- 








SS 





issue, which shows something of the 
scope of this kind of advertising : 


COUNTRY ORDERS. 


These receive our most careful attention at 
all times, but now the warm weather is uy 
us, our facilities for the prompt shipment 
fresh groceries, our careful packing of wine 
and liquors, will explain why we increas« 
year by year this class of trade. Please not 
(by a comparison of quality with any ,Pric 
list in your vicinity) our extremely moderat 
prices. We maintain uniform high-gra 
goods, and ship your order the same day a 
received and pay freight within 100 mi!ss. 


CAMPING ESTIMATES. 


We shall be pleased to make up estimate 
for any number of our patrons who may pur 
ose taking a cottage by the sea or camping 
f you will state how many in the party and 
number of days or weeks for your outing 
we will quote on anything— from the bat}! 
soap in the morning to the after-dinner cigar 
Wherever you may be rusticating we can 
serve you with the same attention as if y 
were at home in the city. We serve you the 
year round—it’s our business. 








Another San Francisco grocery hous¢ 
which follows the same plan, and evi 
dently with success, is that of Irvine 
Brothers. Irvine Brothers have four 
stores. They write: 

San Francisco, Cal. 
Editor of Priviters’ Ink: 

Herewith our April catalogue. If you cor 
sider it ‘worthy of notice, we should be 
pleased to hear your opinion of it and how i 
could be improved 

It is intended to be a salesman and not 
competitor of monthly magazines, It wou 
be an easy matter to render it more artist 
by additional expense, but it is ‘doing th: 
business ”’ as it is. Very respectfully, 

IRVINE Bros., 
per H. H. Baker, Advertising Manager 

Their catalogue has sixteen pages, i 
profusely illustrated, and contains man\ 
good ideas. From it I take the follow 
ing good things about advertising i: 
general : 

Advertising has a great tendency to re 
late prices. Some of the cheapest and nic« 
things we ever bought were brought to 
attention by advertisements, and it will doubt 
less be the same in the future. Well-pleas« 
customers alone will not keep big establis! 
ments booming. It has been tried. Wi 
awake advertisers sell more goods daily t! 

“ slow-going "’ stores do monthly, and qu 
sales is the only thing which makes sma 
profits possible. This we all know. 


The most successful firms and most popular 


brands, the world over, are the most heavily 
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r e ar a a arg 
and of the 
\ son | traveler rece 
‘W ‘ir visita merchant and find 
g around unopened and unreat 
I can ask high prices wit 
same remark applies to |} 
. hotels, mines, mills, far 
great satisfaction to careful buyers t 
k up the catalogueof a prominent gr 
tations are very w. If youcan beat 


are a shrewd buyer 
tire us We have plenty 


tions never 














wait ip y I want 
Our highest aim is t ave y 
anything is wrong, we will make it 
n Small and large rs receive 
tention. 
pping and pack nent a n 
ge of experience Mistakes are 
Most orders sl d same day as re 
% x 
* 


\ practicable catalogue is one of the 
ems whic use 


ynfronts a small h 
} 


h« 


ring to do a mail order business. 
1 small house I mean a store locat 
na city of twenty-five to fifty 
isand. Such a concern cannot 
atalogue everything it handles afte 


manner of the big metropolitan de- 


partment stores, some of which 


irate catalogues for every large de- 
ent, This 

iter expense than profits would war- 

t. A 
urticles which may be handled by 

at a profit, and the catalogue made 
ympact as possible. The very best 
talogue of such a house that I 
er seen is the one which comes from 
W um F, Gable & Co., Da;iight De- 
urtment Store, of Altoona, Pa. It is 
ntitled ‘‘ Making New Friends and 
Renewing Old“ Acquaintances.” It 


clever 


would amount to 


selection must be made of 


have 


mes in an envelope, bearing a 
ulf-tone of a happy cat ina leather 
bag, the printing on the en 


ype says, ‘‘An illustrated 


and 


message 


the mistress of the house.”” Typo- 
uphically the catalogue is a work of 
The illustrations include half- 


1e views of each department and 
any pictures of the articles sold—not 
however. The introduction 
that I am going to reprint 
rtions of it 
PLEASANT SHOPPING 
We are going to invite the ladies of Cen- 
al Pennsylvania, and all their gentlemen 
is who will go with us, to take a ramble 
nd the store we are trying to conduct 
them. We want to sh« he them and tell 
n just what is here, and what we are doing 
make both store and service pleasant and 
il for those who will make it their Shop- 
ng Home. To our friends familiar with 
e store the photographic views of the store 


many, 


so good 


RAMBLE. 





re shown will be pleasantly rec gnized. 
I ir thousands of distant friends who sel- 
dom visit the store or who do all their buy- 
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r Mail 


have a 


ig thr Order Department 
tar greater inte 
pe, make them feel that they 
, and that, although a hundred 
they may feel 





rest, 


that they are 


























re ir laden ite a re 
al service from our polite and 
‘ people 
OUR DELIVERY SERVICI 
Our D y> e is ually _ pt 
ffi I regula el ea 
A 10 a nd4p.n were t pi I 
igh for a a I 
Ouick D ( us 
t Ny t i i 
rr t t r i] 
ave AUSE { r 5S} ‘ h y isk t 4 
y parce yuick de 
[ H a g ir wagons g twice 
ery week, Tuesday a Friday 
SIDE TALK TO OUR MAIL ORDER 
CUSTOMERS 
Io the farthest _ nt where Uncle Sar 
ie | A a t ft € ve are int ich with 
ur a can serve them with the 
est tainable, the same as if 
th same b k with « store, 
Our ul O Se e has removed the 
shopping in i es which once worried 
ur it-of-town friends, and offers t 
m their ow homes the same shopping 
" intages as enjoyed by adies wh 
visit ir re } ers 1 
anywhere in the United 
Z { two pounds less! 
If 1 n have an express office in your 
towr i a package weighing over two 
I mail, we pay 32 cents of the 
postage and charge the balance to y The 
small difference often saves you sending sev 
eral miles to the arest express office, where 
we otherwise w Id send a heavy package. 
prepay express ar freight anywhere 
within 1 miles of Altoona! Whena pack 
age got re than 1oo miles we allow 35 
cents cre on the bill as our portion of the 





delivery « 


pany to colle 
livered No 
much f 


arges, and allow the 
tthe charge from y 

other store anywl 
r their mail order patrons 


€ xpre ss ¢ m 
u when de 
ere does so 
The printing throughout is in green 
and red. At the top of each page is a 
snappy little phrase, something like 
these 
mers it keeps 


better ex- 


Judge a store by the cust 
_ Nothing is ever good en 
ists— not here 

The magic t« 


a home, 
fe that serves quickly serves twice 


yugh if 


ch of taste turns ah 


use int 





as well, 
, better, best; 


We show you all of the goo 
We carefully guard you from buying the 


The the whole catalogue 


tone of 


inviting , that is the word which just 
describes it. It ought to bring a great 
deal of mail order business, and I have 


no doubt that it does. Altoona is well 


situated—117 miles from Pittsburg and 
230 from Philadelphia—with a good 
territory to draw from. W. R. Hotch- 
kin is the advertising manager. 
x * 
* 
About the most artistic advertising 
printing we see these days appears to 
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come from the bicycle companies. A! For a Feweler. 
new folder is from the Fenton Metallic 


Company, of Jamestown, which makes Wedding Presents. 


the Fenton wheels. It is a very at- Instead of being a task, the selectic 
tractive piece of work, the cover being of a wedding present will be a most 
° : . . - delightful pleasure—if you consult « 

im blue and silver, with special de- superb stock. We will save you money, 
signs, The frontispiece is a haif-tone, too! An immense variety of articles, 
and there are verv good ornaments in solid sterling silver, silver plate 


-attered th hi The designing i clocks, ornaments, etc. Superior 
scatterec through it. 1€ b esigning 1S quality, yet lower in price. 
by W. L. Hudson. The introduction; —————— . = 
very sensibly says : Yor a Printer—(Fames Gribbens, Chicag: 


yf pv aged » | The First of May 


As those who read this catalogue will do 
so in order to get a better knowledge of the means a general shaking up of eve 
bicycles we build, and not to enjoy any dis-| thing. Whether you are going to move 
play of rhetoric, we propose to waive all| not, look around and see if you don’t nec 
semblance of ornate introductory and con-| some printing. Perhaps you have a few cari 
fine ourselves to a description of Fenton bi- | left—that needn't prevent you from ordering 


cycles. some more. ‘ 
This course, we believe, will be appreciated If you need anything in the way of print 
by the public and by our agents. | ing, go to 


We will explain and illustrate as thorough- 
ly as possible the construction and character Just a Few Words 
of Fenton bicycles through the different 
stages of manufacture. about your printing. Are you gettir 
* * satisfactory work? Is your present printer 
* giving you the quality of stock you desire 
A correspondent sends us the follow-| Is he giving you full count? Is the< 
ing remarkably childish advertisement : | Position and press-work satisfactory ? ‘ 
’ as prompt with the work as he is in coming 
; around with the bill? If not, suppose y 


SH ELF HARDWARE, try to better matters by sending your next 


job to 
TINWARE, HARDWOOD LUM- Pp ———— 
BER, NAILS, AMMUNITION inti 
AND SPORTING GOODS. beer pt ear 
“ a A eee does not always mean expensive pri 
I solicit your orders for Barbed Wire. ing, but cheap printing generally means p 
T. M. Roperts Not IN IT IN PRICES AND printing. 


QUALITY. There is such a thing as getting moderat 
Kerosene and Gasoline always on hand. ly good printing at moderately reasonal 
REPAIRING PROMPTLY DONE prices. The place to get that kind of w 
J. W. SNART | at that kind of a price is at 





eae 

T. M. Roberts is running a large de-|Qn Short Notice 

partment house in Minneapolis, which a pee, ee ee 

does a mail order business in the South | and in the very best style. My material is 

Dakota town where J. W. Snart keeps good condition and I guarantee satisfactor 
ree ete . _| workmanship. Come and look at some 

store, which makes Mr. Snart so aNgTY | the work turned out in my office. Every j 

that he pays out his good money to ad-| printed in my office secures the very best at 

vertise Mr. Roberts to his customers..| tention and has never failed to prove sat 

The effect of this ad would be to in-| factory. : 

duce all who read it, and who had | 3 

never heard of Mr. Roberts and his} 

prices on barbed wire, to go imme-- AMBITION. 

diately and investigate, and perhaps| Your kilted son aspires to trousers. 

purchase Mr. Roberts’ goods. Your trousered son aspires to manhood 


* * Your manly son aspires to wealt 
* | -Lay the foundation for it in the kilte 
READY-MADE ADS. eon 


AR = = data Open a bank account for him, and urg 
i A 4 not write these ready-made ads. They are | him to acd to it 
ken wherever they are found, and credit AF There’s more than wealth to be gained by 
jas to the author when he is known. Contri- 
a of bright ads are solicited. The name | 
and address of the Md will be printed, if he 
wishes it to be.—Ep. P. I.] For a Trunk Dealer, 


For a Shoe Store. Beneath the Berth. 
The Air Ship | Steamer trunks are made just so—t 


fit beneath the berth in your stateroom 





is entirely unlike our prices from Must have oneif you are going abroad 
the fact that it is nearly always Ours are very strong, iron botton 
“way up.”’ How do these strike leather bound, brass lock and bolts 





you for something way down ? and only cost $— 








ina nal 








Editor of PRinTERS’ 


« 
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AGENTS’ NAMES 
Office of STANLEY Day, 
General Newspaper Advertising 
Market, Middlesex County, N 
New Market, N, J., June 7, 1897. J 
INK 


New 


In your issue of the 2d, your correspond 
nt, Mr. Joseph Battles, seeks inf rmation in 
to “obtain a list of good and reliable 





names 


The most satisfactory, least expensive and 

far the most reliable mode to attain his 

ect is by advertising in the help wanted 
nns of the daily press 

If he does this, and states exactly what he 

ants agents for, and the remuneration he is 

repared to pay for their services, he will 


mplish the « bject in view 








Printers’ INK is correct in stating it 

s not know of any reliable list of ag s 
ames,”’ and its appraisement of the | 

n the market is strictly correct—being 

es of parties who are cranks on the sub 

t of getting something for nothing, and 

‘ 1 no more act as an agent than a tram} 

ld go at your wood-pile in order to obtain 

1 meal These so-called lists of agents’ 

es are bought very extensively by pub- 

ers W nn © d the cor 
iple copies, and as fhis + of agents 
wer everything ffered free, it accounts in 














at measure forthe dup lic ati nof samples, 
vhich means it is no unusual thing for one 
n to receive three, four or even six cop- 
f the same issue of one publication. This 
ts from the indiscriminate use of these 
sts without any effort to index them, but 
plishes one object, viz., to build circu 
ation without regard to character or quality 
Men in businese having in their employ a 
taff of good and reliable agents are not apt 
sell their names to enable competit rs 
nter their field of labor 
Yours obediently, STANLEY Day 
Office of ** Tur Sun.”’ 
The Agents’ Only Newspaper.’ 





Randolph Building 
PHILADELPHIA, Pa., June 3, 1897. J 
Editor of PRinTE INK: 
See page 35, Printers’ Ink, dated June 2, 
re Agents’ List. We beg to call your 


ntion to the attached advertisement of a 
ision we publish showing that agents can 
t be taxed. We believe that a very large 
roportion of all the desirable canvassing 








agents have sent to us for this decision we 
ell. We have compiled a list of these ad- 
resses, with a view to renting or selling 
m, but have not yet found a buyer, as 
st of the concerns buying “ original let- 
,’ “lists,” and the like, do not want 
nts, in fact, but do want to sell “ outfits’ 
eople who imagine they are agents. The 


-n and women who have bought these tax 


sions of us usually mentioned the class 

f goods they handled and the territory they 
red. We have every reason to believe 

t they are agents in every sense of the 

r If your patrons want agents to sell 
this list is worth all we ask for it and 

re; if they want to sell outfits—nit. We 


ant $10 for each thousand names in the list. 
We have over 20,000 addresses in all. We 
so have about 250,000 addresses and 35,000 
letters from agents of the “ outfit- 
variety, which would be valuable to 
dy wanting to send out sample copies 
advertising sheets ur catalogues of ten- 
nt novelties, etc. We do not pretend to 
w anything about these latter lots, but 





yer 
} 





INK. 19 
» know that the list of bona fide working 
anybody 
‘Tue Sun.’ 


we d 
agents has never been used by 


H. H. Ht _ 113 WEST 
Established 1880, 

Hull's Select List, corrected up to 1897, 
114,000 Male Agents outside of 48 

Large Cities in State order. 
Mail Agents and Salesmen in 48 


Largest Cities in the U. S., 


31ST ST. 





each city separate. 
26 om Seneie Agents, in State order 
© Canadian Agents. 
14,000 Book Agents. 
Three Million ‘ priginal Letters for 





Rental. 


Ten Million Names covering every 
[rade and Profession 
1,400,000 Farmers’ Names. 

New York, June 4, 1897 


Editor of Printers’ Ink: 


I was quite surprised, as well as being 








amused, at the printed letter of Mr. Josey 
Battles, proprietor of the *“* Rushforth Pin 
Company,” as well as your reply to same, as 
appears on page f June 2, 1897, Print- 
ERS’ Ink. I accept your request and simply 
will state I am pretty well known by most 
every large newspaper publisher, as well as 
all large concerns in the United States w 
desire to pr te their business through 
salesmen or agents or Canvassers As th 
pioneer in the agents’ names or letter | 
ness, | first starte n business in 1880, 
not on so large a scale until 189 I usually 
carry in stock upwards of five millions of 
original letters received in reply to agents’ 

1 sal sa H. H. H 

Office of M 
Manufacturing a 
Importers, Exy 
SPRINGFIEI 
Editor of Pruxters’ Ink: 

Referring to “ agents’ names,”’ in June ed 
issue, page 35, would advise Mr. Battles to 
rent the original letters which answer ad- 
vertisements calling for agents 

He can buy or rent this< fa ass of letters from 
several concerns who make a specialty of this 
business There are twe reputable concern 
I can respectfully refer Mr. Battles to, as we 








sell our own letters to the wh ag > s, and they 
will send him samples <« he rs and 
copies of the ads that “ pulled them. This 
is the only reliable and authentic way to ob 
tain a list of genuine agents’ addresses, as 
all lists of names are generally ** fakes,’’ and 
made up from what is called an “ agents’ 
directory ’’ in the mail order monthlies. 

Yours, etc., W.H. Everett, 

Manager Advertising Department. 

Office of } 

S. M. Bow es, Justice of the Pea 


Dealer i in Bona Fide Agents’ Addresses 
Wooprorp Ciry, Vt., June 5, 1897 
Editor of Printers’ Ink 
In the June 2d issue of Printers 
ask for information concerning a reliable list 
of agerts’ names. Permit me to inform you 
that I make a specialty of advertising for 
agents’ names in several of the best pape rs 
and magazines in different States. No 
rectory '’ names in these. However, it may 
interest you to know that I was the origina- 
tor of the “‘ Agents’ Directory’’ business 
*way back in 1878. Yours truly, 
: S. M. Bowes 


’ INK you 


+e 


Tue best illustrated paper—a bank note 








reenter: 





f 
i 





20 PRINTERS’ INK. 


IN PHILADELPHIA. 
PHILADELPHIA, June 3, 1897. 
Editor of Printers’ Ink: 

Programme, cushion and refreshment boys 
at the Ball Park are uniformed by Marshall 
E. Smith & Bro., who announce on the back 
of each coat their business of “ athletic out- 
fitters.’ Those dispensing appetite appeasers 
have white duck coats, and the others a 
brilliant red, with lettering in black. All wear 
a blue cap with gilt words, ‘** High Admiral,” 
which, of course, means cigarettes. Anarmy 
got about fifty present a neat and attractive 
Pappearance, and supplementing, as it does, 
extensive newspaper publicity, the firms un- 
doubtedly find this mode of advertising 
profitable in ‘* keeping their name before the 
people.”” “If your doctor tells you not to 
come to Grant’s with your prescription, ask 
him the reason why,”’ was a sign plastered on 
the walls of a hotel where doctors of the dis- 
trict were wont to congregate, and the drug- 
gist relates that reports of this nature do not 
come to him any more. “Alderney milk 
direct from our own plants’ is the way a 
dairy advertises, and savors more of milk- 
weed than the genuine |e of the cow. 

F, A. PARTENHEIMER, 


HE IS JUSTLY INDIGNANT. 
Paterson, N. J., June 2, 1897. 
Geo. P. Rowell & Co.: 

The News will not hereafter furnish any 
report of Circulation to your Directory or 
patronize it in any way. Our reason is that 
yeu have given the aterson Press a rating 
of less than one thousand and the Guardian 
6,059, when you were informed that the Press 
had a circulation larger than the Guardian's. 
Perhaps the ** advertisement ” of the Guard- 
tan was the reason for the admission of this 
misleading rating. You investigated the 
Guardian circulation, and you know it was 
not more than 2,200. What use is a rating to 
the News when its competitors with one-third 
its circulation are given as good a rating? If 
the other cities are as truthfully reported as 
Paterson, the Directory is not worth much to 
advertisers as a guide. 

Tue News Printinc Co., 
Paterson, N. J. 
———s sms 
IN BALTIMORE. 
Battimore, Md., June 3, 1897. 
Editor of Printers’ Ink : 

A midget of a man dressed as an officer of 
the city police, perched on an elevated seat, 
continually revolving, changing a show card 
announcing special prices on specific goods 
as he faces vad y is the display in a 
clothing store window. In another window 
a young man continually changes his vest 
and coat, then shows sign to crowd in front: 
“This Suit for $9." “ A smoke while you 
wait to have your shoes soled” is the sign 
of a shoe repairer. A clown on bareback 
horse, driving a horse, advertises a clothing 
house. ** aoc. for the left foot, $2.21 for right 
foot,’ "is another shoe sign. A shirtmaker 
uses : “ We give you a fit with every shirt.” 

“Give the boys a chance to get a shirt and a 
collar and a cuff for 75c."’ is the sign on a 
window full of colored shirts. J. H. D. 





FVERY RULE HAS I1S EXCEPTIONS. 


The constant i of water wears a 
hole in the rock. is isa favorite theory 


applied to advertising, but it isn’t always 
true. One goo, forcible blow is often worth 
athousand little taps —National Advertiser. 


IN EAU CLAIRE. 
Eau Cuairg, Wis., June 4, 1897. 
Editor of Printers’ Inx: 

A sign on a prominent street reads: “* Bi 
cycle Flospital.” During the recent G.A.R 
State encampment two firms gave away sou 
venir buttons of the occasion, with the firm's 
name and address printed thereon A cigar 
firm is giving a bicycle to the most popular 
lady, to introduce their goods; a vote wi:! 
every cigar. A theater company here r 
conte presented each lady in the house fre 
a six months’ subscription to a monthly jour 
nal published in Iowa. A hat store is print 
ing coupons in the daily papers good for 20 
on a purchase of $1. A cigar firm gives a 
bicycle to the holder of the lucky number 
a number with each roc. purchase. C.D 


AN EFFECT OF A ADVERTISING. 
New York, June 7, 1897 
Editor of Printers’ INK: 
1 inclose an item from the Galveston Vew 








A A Galveston firm is in receipt of this letter 
from a man in a coast country town: 

“TIT have read so much about mardi gras 
that I would like for you to tell me where | 
can get the seed, and if you think it is a good 
grass to feed cattle. Let me know as soon as 
you can and oblige.” 


which may illustrate to you | the ¢ effect of : 
vertising. T. C. Corpocx 


ALONGSIDE READING MATTER 
GAINESVILLE, Ga., June 2, 1897. 
Editor of Printers’ Ink : 

Will you please answer the following ques 
tion: What constitutes “ alongside readin 
matter’? Is there any fixed rule? 

EaGie Pus. Co 

“Alongside reading matter’ means having 
reading matter in the next column, on either 
or both sides.—[ Eb. pai, 


ADVERTISED tN PANT( »MIME. 

In the Drury Lane pantomime the chief 
features of the harlequinade are the living 
advertisement pictures. There are a number 
of them, and very well done they are. Har 
lequin gives the well-known tap on the cloth, 
and—lo ! down it flops, and you see a lovely 
lady a-combing her golden hair, which hangs 
low down her te It is grown with some 
body's hair wash. Needless to say, the 
clown is unable to resist her charms, they em 
brace, and waltz off together. Then there 
is a well-known beef tea—in the picture you 
see Tommy Atkins (the knowing fellow 
taking a cup with Mary Jane in the kitchen 
They are alone,too. Then there is a certain 
whisky (S * * h) very familiar to us, 
on the walls of London town, of course 
Nor should the ox-eyed lady with a cup 
tea in her hand be forgotten. Her eye 
move, her hands move, an to her mouth 
slowly goes the cup, and she imbibes. It 
all very ingenious. Where next will the ad 
vertiser penetrate? What other world 
there left for him to conquer ?—N. Y. News 


tee 
THE WAY IT IS SAID. 

“ The care of these grounds is intrusted 
the public.” A notice to that effect is to | 
seen in a public place in one of our cities. |t 
contrasts pleasantly with the proverbi 
curt, “ Keep off the grass,’ that is mor 
often found, which raises a spirit of rebelli 
in the reader's breast. It is not a surprise t 
learn that the appearance of the ground 
tells of the greater effectiveness of the deli- 
cate hint.—Golden Rv le. 





























OTES. 

Tue Repudlican, of Seymour, Ind., dis- 
tributes a pretty perpetual calendar paper- 
weight of glass among its patrons and pro- 
spective patrons. 

Tue Evening Telegram, of West Superior, 
Wis., is the latest newspaper to establish an 
adwriting department for the free service 

{ its advertisers. 

Tue Royal Tailors of Chicago distribute 

1cket-book of paper closely resembling a 
lapidated leather pocket-book. When you 
pen it you find inside an advertisement. 

One of Printers’ Inx’s correspondents, in 
answer to Mr. C. C. Hopkins’ query, ** Can 
an Advertising Man Be a Christian ?’’ in 
the advertising manager of Wana 

iker’s in Philadelphia, whose name is A 
Christian 

Joun Brisp—EN WALKER remarked in Print- 
exs’ Ink that the Ladies’ Home Journal was 
the best edited publication in the world. He 

ght have added with equal propriety that 
it was also the best managed from a business 
point of view.—A rt in Advertising 
[HE Postum Cereal Co, (Limited), of Bat- 

Creek, Mich., announces that it will 
spend nearly a quarter of a million dollars in 
newspapers — religious, literary, woman's 
publications and the lez ading magazines. Fred 
erick E. S. Tucker, the advertising manager, 
is making up the list. The new matter will 
start in October. 


at 
k 











adve rtising is being done 
, of Cincinnati, on their 

ling cigar, the U topia This is a man on 
tilts, whose head is at least fourteen feet 
from the ground, and, unlike many preceding 


SoME attractive 
by J. S. Hill & Co 


t-men, his clothes are so cut as to render 
the ire as symmetrical as possible, legs and 
~ being evenly eg tod and the pants 
reased F e carries a large walking-stick, 


ind a sun-shade, on which ee ars the adver 
isement, and on the back of his coat is 
Smoke Hill’s Utopia sc. Cigar.”’— 7odacco. 
Womankind has ntest, in 
which several thousand 








just closed a c« 
artici- 
pated,t determine which ten American wom 
1 the highest placein the esteem of _ 


an peoples The 


subscribers | 





ontest as deci 








t ilar vote gives first place to these on 
men, in the order mentioned: Harriet 
=ch _ Frances E. Willard, Martha 

l ara Barton, Susan B. An- 

t dae ahontas, Mollie Pitcher, Eliz 

Cady Stanton, Louisa May Alcott and Julia 

W H we. An interesting feature of the 





ntest was the fact that Lydia Pinkham had 
following, her name appearing upon 
arly eight per cent of the lists submitted. 
os 
WHAT TALMAGE SAYS. 
tev. T. De Witt Talmage sagely observes 
it ‘*a newspaper whose columns overflow 
th advertisements of business men has 
influence in attracting attention to and 
ling upacity or town than any other 
gency that can be employed yple gx 
re there is business. Capital and labor 
locate where there is an enterprising 
amare No power on earth is so strong 
build up a town as a newspaper well pat- 
ronize ed, and its power should be appreciated.” 


Newspaperdom, New York. 











cnenphaltitineditingiages 
A GOOD ENDING, 
Mr. Ipstein— Does dot novel end up sad, or 
odervise ? 
Mrs. Ipstein—It ends fine! Eferybody 
gets rich in der last chapter.—Puck. 


PRINTERS’ 












INK. 
THE PHILOSOPHY OF BARGAINS, 


The man who doesn’t know anything 
about modern storekeeping sees the mer- 
chant advertising day after day, offering 
special cut-price bargains. He doesn’t in- 
vestigate, he doesn’t think, but he says im- 
mediately that such a state of things cannot 
exist, and that the merchant must be a liar 





and a thief. Nothing is further from the 
fact. The age og § of offe ring bargains is 
just as simvle as A BC, but the bargains 


must be genuine if the result is to be satis- 
factory. Every man in business understands 

that it is worth something to get a new cus- 
tomer—that it is worth something to geta 
customer into his store. He is willing to 
have this done. The merchant has found 
that the best way of payir zy for new custom 
ers is to give them a real and startling bar- 
gain that they will remember. He knows, 
for instance, that if he advertises s5o-cent 
silks at 19 cents a yard for a certain day, he 
will crowd his silk department with buyers 
He knows from experience that the chances 
are ten to one that before the silk buyer 
leaves the store she will remember 
other thing she wishes to buy, and this she 

will buy at the fair and regular price. There 
is nothing deceptive or dishonest about the 








some 


bargain counter offer. It is absolutely bona 
fide, and a woman may avail herself of it if 
she chooses and go away without purchasing 





anything else is her privilege to do this. 
If the merchant loses money on this particu 
lar lot of silks he considers it as advertising 








The other da talked to the manager of 
one of the leading retail houses in Canada 
He said that they had about decided to cut 
down their newspaper advertising tw« or 


three thousand dollars in the ensuing year, 


and t use this m mey in offering special bar 
gain inducements ‘hat is to say, he pr 
poses to lose two or three thousand dollars 


on special sales for the purpose of increasing 
the acquaintance and prestige of the store.— 


Interstate Grocer. 
> — 
WHY THEY FAIL. 
Some men fail to appreciate the value of 


not understand 
Their exper 


advertising, because they do 
the principles that underlie it 


ence may have been unfavorable through 
their ignorance of the art. Business men 
who put a card in the newspaper, and leave 
it there week after week and month after 
month without giving it further attentix yn, do 
not reap the benefits they would if they 


handled it with the same care they ordinarily 
give their show windows. A successful mer- 
hant does not fill up his display window wit 
goods and leave them without a change 
after week and month after month, and yet 
we sometimes find obtuse advertisers who d 

that with the space they occupy in the news- 
papers. —Newspaperdom, 


week 


eo 
WOMEN JOURNALISTS IN LONDON. 
It seems to be a great deal more difficult 
for women to get employment in newspaper 
work in London than it is in American cities, 


There are, to begin with, an enormous num- 
k f Lond 1 WwW I 
er menin London je surnalism. omen 
have not much chance in such an over- 


crowded market. Then, too, unless you have 
a grand name, it is almost impossible to get 
into print. All the titled ladies, from the 

Princ ess ( ‘hristian down, are writing nowa- 
days 3ut, although writing has become the 
fashion among English women, they have 


not established themselves in journalism as 
women have in America. 


Fourth Estate. 











ed 


serine 


A MEMORY. 
There is a sweetly smiling face 
That greets me as I dream, 
wo ruby lips, a smile 
teeth 
That like pearls softly 
gleam. 


But, oh, to look into 
those eyes 
I know I may not 
hope ; 
Her face is used to advertise 
Somebody’s new tooth soap. 
—/winkles. 








—__ +o 
Classified Advertisements. 


Advertisements under this head two lines or more 
—— display, 25centsa line. Must be 
handed in one week in advance. 


WANTS. 
I AVE $500, with services, for interest in daily. 
*“ EXPERIENCED,” Printers’ Ink. 
wi buy, for cash, an [py = paper or 
trade journal. “ J. 1. ’ care Printers’ Ink. 


\ 7 ANTED— Printers to, try to oy our half-tones. 1 
$1; 2 cols. UCHER ENGRAV- 
ING O., \Goluiabus, © =. 


\ TANTED—More printing from the class of 
people willing a Ls for the best. WM. 
JOHNSTON, 10 Spruce N.Y. 


DVERTISER’S ay ISER avoids — a8 
pooms business. Particulars free. 
ANDERSON, P. 1. 67, Masonic Temple, ia 


y 7 ANTED—Undeveloped paper in promising 
field. Country daily or weekly or trade 
paper. State terms. ‘A. 1).,” care Printers’ Ink. 


7 ANTED—A first-class wecond. hand cylinder 
press for 8-page, 7-col. paper, with folder ; 
speed oF Sine pat our. ARTHUR CAPPER, To- 
peka, Kansas. 


\ ’ ANTED—Advertisers to know that the News, 
Sunday and Weekly, has been in existence 
for 15 years. wer me 2 cents a copy ; weekly, 0 
cents @ year. Reaches best homes tes 20c. inch. 
Write C. M. SHAFFER & CO. ‘O., Youngstown, O. 


Bs fleld and big profits for rofits for weekly newspaper 

in the West. blication is established and 
successful, but money is heeded to extend its 
scope and field. A rare opportuni for tal. 
“ youn; publisher "BOO Gay 


ULDE,” Box 261, Colorado sorted, Colo. 


N NOTICE TO PUBLISHERS 

of papers and magazines. Many a publica- 
tion whose present heading gives it an appear- 
ance of cheapness could be so improved by an 
artistic h ng as to tend to convince advertis- 
ers that it was one of the best and most proyress 
ive of its class and locality. Sketch of artistic 
design submitted on approval—pno charge if not 
accepted. W. MOSELEY, 72 Hill St., Elgin, Il. 











—— oa 
PRESS CLIPPINGS. 
X ANHATTAN PRESS CLIPPING BUREAU, No. 
4 2 West Mth St..N. Y. Press Cli ypings for 
trade journals ; all subjects ; best eat facilities 
— re 


ADVERTISING AGENCIES, 


F you wish to advertise anything anywhere 
at any time, write tothe GEO. P. ROWELL 
ADVERTISING CO., 10 Spruce St., New York. 


SPECI. iL AGENTS. 
re are inking about having your paper 











resented in the Eastern advertising field 
consult H. D. L AC Ose Park Row, New York. 
Special Newspap ive. 





Go 
STEREOTYPING MACHINERY. 


OTTER JOB STEREOTYPING OUTFIT saves 

big mone pays for itself in ®@ days. Every 

big printin; ice should have one. Booklet free. 
B. F. CURT Ss. 150 Worth St., New York. 





PRINTERS’ INK, 


MAILING MACHINES. 


SN? Matchless Mailer; best and cheapest. By 
REV. ALEXANDER DICK, Meridian, N. Y. 


——__ +o 
ADVERTISING NOVELTIES. 
ys the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in 
serted under this head once for one dollar 


—_+o+—__——_ 
ILLUSTRATORS AND ILLUSTRATIONS. 

] l. SENIOR & CO., , Wood EF Engravers, 10Spruce 

St.,New York. Service good and prompt. 


ONEY talks and pictures tell the story. W<« 
make cuts for 50 cents, cash with order 

HE ADLIGHT ENG. CO., 81 Fifth Ave., Chicago 
PRINTERS, 


77s. pare s es SS, artistic printers, 140 W 
23d St., N. Y. City. Send for our booklet. 








PROW.WHEATL LEY CATALOGUE COMBINA 
TION. Home ao ene New York. (Fac 
tory, 201-213 East 12t 


Ww E do neat, pe ain, attractive printing. Cata 

logues, Pookie ts, pamphlets, circulars 
cards, ete., executed in the finest style 
you want a good job—one that you want 
to look at and read—come to us. PRINTE 
INK PRESS, 10 Spruce St., New York 


When 














ee 
ELECTROTYPES. 


A 10D cut inside of two inches square of any 
+ subject for 0 cents. Try them. Cash wit! 
order. HEADLIGHT ENG. CO., 81 Fifth Ave 
Chicago. 


QETTING advertisements to make them stand 
‘ out and furnishing one or more electrotypes 
of same is a line in which I am unapproached by 
any other printer. The magazines each mont! 
contain numerous samples of my work. Let me 
set your next adv., whether it - for aninch or a 
peee. I can suit you. WM. JOHNSTON, Mer. 
ters’ Ink Press, 10 Spruce st. N. Y. City. 


—+<e- —_— 





SUPPLIES. 
ys BIBBER’S 
Printers’ Rollers. 
bag for etchin BRUCE & COOK, 190 Water 
Street, New York. 
‘HIS PAPER is printed witn ink manufact 
ured by the W. D. WILSON PRINTING IN 
CO., It'd, 10 Spruce St., New York. Special prices 
to cash buyers. 
yo can — best results by tustrating your 
8 y our cent cuts. Any subject 
Cash with order. — ADL IGHT ENG. CO., 81 
Fifth Ave., Chicag: 





FOR SALE. 


joe! SALE —In the best town of the best South 
ern State an afternoon paper that is pay ing 
pyrmony 6 A , bargain. uittle cash required 
B.,” care Printers’ Ink. 


DATENT for sale. Useful, attractive combina 

tion utensil for office desk. Ada pted as an ad 
vertising souvenir or manufactured for statio 

ery trade. Address “* UPRIGHT,” Printers’ Ink 


7 OUNG, experienced advertising man, wh« 
can invest $ 00 in one-half interest in a 
boVacsuine ‘the New York magazine, want 
o assume the business peo nt ‘thereof 
.PHA,” care Printers 


San inducement for cash we will sell one of 
4 the best paying $3,000 job printing plants i: 
Dallas, Texas. teria) nearly new; good run of 
custom ag ae a Dallas is the best city in the 
best State in the Union. None +. a cash 
. Sinbiesyseadlaes Address -y” Print 





wo saper for sale: THE | THE WASHINGTON FARM 

me only all- er agricultura)] paper ir 
Washington. Reaso ye of owner. Also 
the lots — buildings ot e steam plant, in 


zluding job office with the paper or separately 
Address TH! WASHINGTON FARMER, North 
Yakima, Washington. 


















MISCELLANEOUS. 

| )' IN’T sell out. Write at once aa* ay a ce ae 
cular, “Do Not Sell Your spa 

There is moneyahead. 8. EDWAK pPase H LL, 

)i Betz Bldg., Philadelphia, Pa. 





NY boy can make good money retailing 
“ Dixiana Koot Beer. Large profits made, no 
apital required. This is no * fake’ u 


or yo 
DIXIANA 


would not see it in PRINTERS’ INK. 
MEDICINE CO., Sheffield, Ala. 
> 
iDVERTISING MEDIA. 


] ARDWARE DEALERS’ MAGAZINE, 
271 Broadway, New York. 


() WORDS, 5 times, 2% cts ENTERPRISE, 
{ Brockton, Mass. Circulation 7,000, 


DVERTISERS’ GUIDE, New Market J. 6e. 
4 line. Cire’n 3,000, Close 24th. teh free. 


Y RAND RAPIDS DEMOCRAT 
¥ Mich, outside Detroit. LA COSTE, New York. 


A= person advertising in PRINTERS’ INK 
to the amount of $10 is entitled to reccive 


the paper for one year. 

| ARGEST circulation of any daily newspaper 
4 in Williamsport, the GAZETTE and BULLETIN ; 
000 D., 4,000 W. LA COSTE, New York. 


| AYTON (Ohio) MORNING vor and EVENING 
NEWS, 14,000 daily, create *want” for prop- 
erly advertised goods. LA ( OSTE, Ne w York. 


Ts PIQUA CALL “ wants” advertisers who 
want results, Larger cre. than all other 
Piqua dailies combined. LA STE, New York, 


EADING newspapers in Southwestern Ohio 
4 (outside Cincinnati), Dayton MORNING — 
> 


und EVENING NEWS, 14,000 daily. LA COSTE, 


LBANY TIMES-U NION is the best sbutien 
medium in the capital city because it has a 
larger paid circulation than all the other dailies 
ymbined. JOHN H. FARRELL, editor and pro- 
prietor. 


leading pape rin 








1DVERTISEMENT CONSTRUCTORS. 
6é 4 SK LEWIS ABOUT IT.” 
( ‘LARENCE F QHATFIELD, 179 Front St., 
Owego, Tioga Co., N 
W OL STAN DIXEY, writer of advertising, 
Nassau St. ; New York 
ae EC TIVE ct ee 


257 Broadway, New 
E A. WHEATLEY, Speciale in Advertising, 
4e 257 Broadway, New York. 


‘ILLAM & SHAUGHNESSY, 


10 


E. A, WHEATLEY, 


Advertisers, 623 & 


1 6% Temple Court, New York. Write. 
Ek ST. ELMO LEWIS, Mer. THE ADVERTIS 
4¢ ERS’ AGENCY, Penn Mutual Bids, Phila. 


6¢¢ 4 SK LEWIS SOT Et nen yout ate need 


2dcetor. THE ADVERTISERS’ AGEN 





3-925-927 Chestnut St., Philadelphia. 
‘HE only writer of exclusively medica! and 
drug advertising. Advice or samples free. 


ULYSSES G. MANN XING, South Bend, Ind. 
JICTURES, with 
Brill’s THE 
Philadelphia, Buffalo 


and samples. 


» USINESS ” is the title of a very small book 
> letw nic *h | will send toany business man 
WOLSTAN writer of advertising, 150 
Nassau St. 


an ad in the eer are 
ADVERTISERS’ iENCY, 
Detroit. Send tor prices 





New York 
) RILL covers the booklet so that itis saved to 
» read. Lewis writes the booklet so that it 
onvinces when read ; result, a good ad 
We charge for this 
Booklets written and de: ed, $15 to $100 
Write THE ADVERTIS Rs AGENCY, Phila 
delphia, Buffalo, Detroit free. 


We CHARGE FOR BRAINS. 
writin: Brill makes the designs 
the combination we offer advertisers The y say 
it can not be beaten. Write for booklet. “They 
A it’s See. oe booklets for retailers, 
to $5; cover des $10 to $25. Write THE 
pv ERTISE RS’ TAGES ‘CY, Philadelphia, Buffalo. 









Our Owl,” 


Lewis does the 
That is 


PRINTERS’ 
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LL the 





borders and type used in PRINTERS’ 


4% =6INK are at the disposal of people who have 
their advertisements put in type by me. WM 
JOHNSTON, q. Printers’ Ink Press, 10 Spruce 


St., New York City 


W E have just finished the handsomest booklet 
for advertising paints ever issued. We 
it complete—writing designing, printing 
of the largest and the oldest paint firms in 
the country was our client Brill did the 
designing ; Lewis did the 
free while the 00 we have last. Bookle 
$50. Designs, $10 to $25. THI ADVERTISEKS? 
AGENCY, Philadelphia, Buffalo, Detroit. 


.ATH’L C. FOWLER, the famous publicity 
a writer, was submitted a large amount of 
various advertisements and booklets of mine 
He made the following remarks about them 
“ Your ads « ertainly effective. I can honestly 
say that they are far superior to fully ninety per 
cent of those presented by adwriters Your 
flow of language is remarkably good, pleasant 


made 
One 


writing 






and effective. Your headings are to the point 
and mean something Your booklets are as 
readable as a story,and of strong business ef 


fectiveness ; they are of most commendable sim 
plicity in art.” | write ads for retailers and 
eral advertisers, booklets and circulars 
customers, two sample ads for $1. Money 
not suited. Send full data. C.J. ZINGG 
ington, Maine, 





nl 
Farm 


1 OOD advertising isn’t good lick 

¥ It has no fixed laws or it would be 
Only the fellow who can put himself in the possi 
ble buyer’s shoes and think from the eeller’s 
standpoint can be a successful ad writer 

We know that, and that is the reason why we 
write successful ads,and that is the reason we 
tell you to 

Ask Lewis about it. 

Your advertising can be improved. If not, you 
might be encouraged to spend more money in 
pushing something good if you knew wa 
goodness—not luck—that was making your adsa 
success 

The successful man and thi 
Lewis of use to them 

Write Mr. LEWIS 
EKS’ AGENCY 


It’s an art 
a science 





unsuccessful find 


THE 
suffalo 


ADV ERTIS- 
Detroit 


Manager 
Philadelphia, 


Y 
booklet 

called 

“How” 

another 

called 

“ Plain Talk on a Vital Question 

another 

eallec 

” ne It Pay”; 


my (copyrighted) 

“ Confidential Symptom Blank 
ought to give any busines 
what | can do for him, and 
expect to get for doing it 
No charge for them 
CHARLES AUSTIN BATES, 
Vanderbilt Building, 

New Yor 


man a fair idea of 
about what I should 


7 ONG-LIFE ADVERTISING 


4 

On Oct. 14, 1896, we had 
ment in PRINTERS’ INK 
Bomnanens of the formation of our firm 

On June 1, 1897, an advertiser from Whitehall 
N.Y bo + ‘into our office with ~ a page adver 
tisement torn from PRINTERS’ 

I was impressed, he said, by tee advertise 
ment—remembered it—preserved it until his next 
trip to New York—brought it with him 

Best of all, he placed an order with us for a 
booklet 

In September, 1896, we sent out a piece 
vertising through the mails, making an 
doing a certain kind of work for $50. 

On May 27, 1897, a large manufacturing con 
cern in Indianapolis, Ind, wrote us about that 


a full page advertise 
the first public an- 


of ad 
offer of 


offer, made some nine months ago. ; 
That concern had never written us before 
That offer had expired when the letter came, 


and the price had been raised to 
e so notifiea our Indianapolis correspond 

ents, and they told us to go ahead at 

We state these particulars simply to show that 
good advertising lives on and on. 

Is your a good t 

MOSES & HELM, Writers and Iustrators of 
New Yor! 


Advertising, 111 Nassau St., 
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PRINTERS’ INK. 


A JOURNAL POR ADVERTISERS. 





t@ Issued every Wednesday. Ten cents a copy. 
Subscription price, five dollarsa year, in advance. 
Six dollars a hundred. No back numbers. 

2” For ten dollars, paid in advance, a receipt 
will be Gren covering a paid subscription from 

January Ist,1901) the end of the century. 

(# Being printed from plates, it is always 
possible to issue a new edition of five hundred 
copies for $30, or a larger number at same rate. 

¢# Publishers desiring to subscribe for PRrint- 
xs’ Ink for the benefit of advg trons may, 
on application, obtain special confidential terms. 

¢@ If any person who has not paid for it is re 
ceiving PRINTERS’ INK it is because some one has 
subscribed in hisname. Every vd is stopped 
at the expiration of the time paid for. 


Oscar Herzserc, Managing Editor 
Prter Doucan, Manager of Advertising and 
Subscription Department. 


New York Orrices: No. 10 Spruce Street. 
Lonpon AcentT, F. W. Sears, 108 Fleet St 


~NEW YORK, JUNE 16, 1807. 


Don’t spend more in your advertis- 
ing appropriation than you can afford 
to lose sight of for a time without 
missing. 





Don’t take a medium merely because 
it is low priced, and don’t scratch a 
good medium off your list merely be- 
cause its ratesseem high. 


Mr. CuHAs. F. Jones has resigned 
his position with the Siegel-Cooper 
Co., of New York, and states that he 
remains there only until his successor 
can be appointed. He intends to en- 
gage in the general adwriting and ad- 
vertising business in New York. 


Dry Goops advertising, or rather 
department store advertising, is in a 
class by itself. The man who makes 
a success of such advertising usually 
fails in the general field. It is a ques- 
tion whether anything but the low 
prices attracts in ordinary department 
store advertising. 


THERE are few things so valuable in 
business as intelligent criticism, even 
though the criticism be based on wrong 
ideas. The fact that a criticism is 
wrong doesn’t eliminate all of its value. 
It is sure to stir up the ideas of the 
one criticised. No successful adver- 
tiser or advertisement writer can fail 
to be benefited by intelligent criticism. 


RIGHT and wrong advertising are as 
far apart in spirit, methods and results 
as east and west. If your business is 
all that it ought to be, the people want 
you as much as you want them ; and 
earnest, honest, persistent advertising 
will bring them to you.—Dzxrey. 
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THE American Grocer, of New York, 
in its issue of June 2, makes an elo- 
quent if not convincing plea for the 
use of trade journals reaching dealers, 
by advertisers who have articles to be 
sold tothe public. No doubt, as sup- 
plementary advertising in such cases, 
the dealers’ organs are useful and valu 
able. But to spend the bulk of one’s 
appropriation in them, in order to sel 
goods to the public, is no more sen- 
sible than advertising in the daily press 
in order to reach the dealers. 

—— 


OF the 20,757 newspapers and peri- 
odicals catalogued in the June editio1 
of the American Newspaper Directory 
the editor indicates 5,545 as, in hi 
opinion, entitled to a rating of mor 
than one thousand copies each issuc 
The remaining 15,212 are all in what 
is termed the “JKL” class. Thes 
are credited with regular issues excee 
ing one hundred and falling below or 
thousand copies. Of the papers print- 
ing above one thousand, it is encourag 
ing to note that reports of circulatior 
came in more generally than in an 
previous year. 


THE House Company, of Bostor 
Mass., manufactures what it calls pat- 
ent-perforating printing plates. The 
plates produce pictures that very muc! 
resemble the perforating of paper by 
pin—in fact, the effect is the sam« 
including the perforation. The plate 
can be used on an ordinary printing 
press. PRINTERS’ INK does not sé 
anything particularly meritorious 
the idea, the effect of the printing 
ing rather cheap and tawdry, and tl 
plates expensive—a 3'%x4-inch plat 
costing nine dollars. Still, others n 
find the process of some value, and 
is here noticed on that account. 








THERE are two points of view fr 
which to considera poster. Any pos 
er may be regarded as a piece of de 
orative work, and secondly, it may 
regarded as a piece of advertising. | 
designing the perfect poster neither 
these’ ideas must be lost sight 
There is danger that the poster art 
will give his mind to the productio1 
a pretty picture, and either forget 
ignore the fact that from an advert 
er’s point of view the most importa 
thing is its power of bringing bus 
ness. On the other hand, a strong a: 


vertisement may be produced which 
absolutely execrable, from an artist 
point of view. 

















© abn eel 





mere ta 
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In the present issue of PRINTERS’ 
INK considerable space is given to cor- 
respondents who thresh the subject of 
securing agents’ names. The topic is 
an interesting one and the letters are 
worth reading. 





A GooD deal of money can be wasted 
by endeavoring to cover the whole ad- 
vertising field at once, when a smal] 
ind weil field would be far 
etter to begin with. To scatter a 
small appropriation over a large terri- 

ry is one of the mistakes most fre- 
juently made by new advertisers. 


selected 





FOWLER'S PUBLICITY” is the lat- 
and the largest of the books that 
e been issued by advertising ex- 
rts, intended to enlighten the adver- 
ser, be he experienced or otherwise 
r. Fowler’s book is not only the lat 
ind largest, but it is also the best 
These books are satisfactory 
t they are all useful. Mr. Fowler’s 
Publicity’’ is sold for $15, and is 
h the price. Many an advertiser 
look it through once and never 


never 


e it in hand again, but even to him 
hances are the book 
n worth its The value of 
books, after all, is not in what 
teach, but in exciting thought in 
advertiser's own mind and 
uting in him a habit of arriving at 
lusions of his own. 


will have 
cost. 


culti- 





[HE famous old Lothrop publica- 
ns, Babyland and Little Men and 
7, which have been published 


for the past quarter of a century, have 
| hands, having become the 

rty of Mr. Vechten Waring, who 
ontinue the publications from his 

e in New York, commencing with 


x 
July numbers, he magazines oc 


py a peculiar field, and hold it as 
eir own. Sadbyland is for the moth- 
) read to their wee tots, from baby 
six years. For instance, there is a 
ny serial story running for a year, as 
the big magazines, and ideas for 
work for little fingers,”’ etc. Little 
‘en and Women is for children up to 
rteen years of age. Both have al- 
ys been well illustrated and enter- 
ing publications. Mr. Waring will 
» publish the Optimist, for the past 
ten years known as the Waterbury 
Magazine, the new name to appear, for 
the first time, on the July number. 
The Optimist, as the name suggests, 
will be an exponent of cheerfulness. 








THE sensational papers that are pub- 
lishing columns of matter to show that 


a mere political change has not 
brought immediate ‘‘ prosperity,”” and 
that are attacking capital in every 


issue, are doing more to delay better 
times than all other 
bined. Better times 
confidence and the free outflow of 
capital into industry. The sensational 
sheet aims to destroy confidence, and 
it so constantly attacks capital and 
capitalists that men with money be 
come shy of investing it. And all the 
time it the friend of labor 
while attacking and breaking down 
the very from which relief 
for present conditions must come. 


agencies com 
depend upon 


pe ses as 


agencies 





AMONG the many newspapers pat- 
terned after PRINTERS’ INK, there has 
sprung up a class devoted to the news 
paper interests of certain States. The 
best, because the most practical, of 
these publications is 7he Country Edi- 

r, emanating from Columbia, Mo., 
and edited by Walter Williams. In 
its issue for May 74e Country Editor 


, } 
says, e litorially 


7 


Whether the publisher of a newspaper 
ild state his circulation to those wh 
right to know 


into the questi 


it resolves itself at last 
n—should publishers be hon- 


ir patrons? 





f a newspaper as an advertising 
urse to some extent on 
than the number of copies print 
he character of the cir 

ints, whether its subscribers are 
linquent or paid up, 
ive and 
and other items sh 


depends of 





where its subscr 


what business they follow—these 





be considered in est 
mating the advertising value of a paper. Tw 








country weeklies may have each 1,000 names 
on the subscription books, yet one’s list may 
be largely deadhead, the paper may be poorly 
largely dead 1, pay ng l 
nted and feebly read, without influence or 
standing. It would be ridiculous to assert 
that the such a sheet 


advertising rate of 
1 be equal to that of the other with its 
in-advance subscription list an its 
handsomely printed and ably conducted pa- 


f 








In stating circu ! 
may properly make these points clear and 
judicious advertisers will heed them 
P garding the circulation or 
to misstate it is not honest, and dishonesty is 
never the best policy 


tect a mystery re 





Newspaper men to-day are generally 
of the opinion above expressed. They 
take pains to tell the points that make 
their paper of a high class and of 
special merit : and then they tell how 
many copies are printed. The man 
who spends all his breath in extolling 
the quality of his journal, and has no 
word to say about the quantity, is con- 
ducting a journal that wise advertisers 
are pretty certain to keep out of. 
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EACH MEDIUM HAS ITS VALUE, 


The goat eats up the posters, the waste- 
basket gets the circulars, the ragman lugs off 
the handbills, but newspapers and maga- 
zines, with their advertisements, are read by 
the people.— Newspaper Maker. 

And so, too, are the posters before 
the goat eats them—the circulars be- 
fore the waste-basket gets them, and 
the handbills before the ragman carts 
them off. 

The amount of it is that the medium, 
in itself, has not so much to do with 
the matter as has the way in which we 
use the medium. The goat is not dis- 
criminating in his choice of viands, 
and has been known to eat a newspa- 
per with the same gusto that he dis- 
plays in disposing of a seven-sheet 
poster; and, by the same token, he 
enjoys a light luncheon of handbills 
and circulars. The newspaper, there- 
fore, is as likely as most other me- 
diums to come to an untimely end in 
the innermost interior of the festive 
goat. It is quite as likely, too, to be 
consigned to the waste-basket or to fall 
into the hands of the ragman. 

The point is that advertising is ad- 
vertising, andthat each medium, while 
having peculiar virtues of its own, 
which make it indispensable for cer- 
tain lines of advertising, will neverthe- 
less be unable to meet so fully as some 
other medium the requirements of an- 
other line of advertising. This is so 
trite a truth that we hesitate to drag it 
forward again into the cold light of 
publicity. That the publisher, the 
bill-poster and the sign-painter should 
each call attention, first of all, to the 
unparalleled advantages of his own 
medium is quite natural and proper, 
but it is not the part of good business 
to sneer at the advantages of other 
mediums. There is no single adver- 
tising medium whose value is not en- 
hanced and strengthened by the exist- 
ence and prosperity of other mediums. 
The exertion of the bil'-poster to make 
men advertise by means of the poster 
is a direct aid to every other advertis 
ing medium, from the very fact that it 
increases the general interest in ad- 
vertising. The man who is induced 
to begin advertising by using posters 
will, sooner or later, find it desirable 
and necessary to use the newspapers— 
and so on. 

For every advertised commodity 
there is one medium par excellence. 
If the advertiser found it impossible to 
use more than one medium he would 
endeavor to find out just which one 
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But it 
is none the less true that there is an 
immense advantage to be gained by 


was best adapted to his needs, 


the use of several mediums.—4A7r/ in 


Advertising, New York. 


THE CASE OF 


t ; 


wi 





is Holdrege, Neb., was at one time a carriage 
maker in Chicago. He removed to Nebraska 
in 1877. That he has reason to be satistied 
is proven by the fact that he is to-day worth 
$30,000, every cent of it made on his farm. 
Last year (1896) he had 250 acres in corn, 
’ 250 acres in small grain, 26“horses, 50 head 


intelligent and industrious man to 
a Nebraska farm as it is to rent one in 





J. FRANCIS, 
“General Praeger Agent Burlington 
OMAHA, NEB. 





A RAILROAD advertisement that 
somewhat out of the ordinary and 
the same time readable and interestir 




















CHOOSING THE BETTER PART. 
t was in the dullest season, and there wasn’t 
any reason 
the unprogressive merchant why a man 
sh uld advertise, 
r the outlook was the 
trade had been the 


: 


blackest and the 
Slackest 


[hat commercial men remembered for all 
kinds of merchandise 
ty businesses were dozing, country fa 


tories were closing, 
lit seemed as if stagnation would result 
n every trade— 
tically nothing d 
sadness v iewing 


ing, storekeepers 


in 


What a falling off in business dull times 
had surely made! 
ere was one among the number who did 
not believe in slumber— 
One spry merchant who believed in adver 
tising all the time— 
: Vho had sense and observation, and the 
keenest penetration 
And who knew the proper way for those 
: who up to fame would climt 
aughed at all the others—at his slow 
mmercial brothers— 
ind told them that he thoughtif they were 
sensible and wise 
y would throw off doubt’s cold fetter, 
soon make their business better, 
the daily papers they would only ad- 


i } 





reasons ample, and he set 

€ € Xamy ie 
in at once on a publicity cam- 
he advertised so boldly, they observed 


ld 


s actions coldly, 
And prophesied his failure when his ads 
should prove in vain, 
But in spite of trade depression he was quick- 
} yin pe ssession 


as it cen 





le that kept increasing 








-d in his mart, 
e proved that advertising, done 
erchants enterprising, 
Can even wake dull times up and new 
vigor can impart j.® 
“?o 
AN IMPORTANT FFFECT 
By far the most important effect of adver- 


f anindirect nature. It c« an 
4 iation that the advertiser is anxious for 
One who is anxious for business 
inavoidably expected to be industrious 
attentive, to do everyt in the most 
manlike manner, to ~p the best arti- 
lowest prices, and in a general way 


s nveys 





ness, 


hing 











every expedient to gratify and attach 
tome People like to trade with a mer- 
toft sort, and the system of adver 





them that such circumstances 





a particular shop, they select it a 
i igly.—New England Pres 
— +o 
ON CHFEAPNESS, 
; There are two accepted meanings of the 
: ‘cheap.’ * One means a large value 


a small price, 


ll valine, 


the other a large price for 
rhese definitions pertain to 


vertising like everything else. Some me- 
ns are cheap in one way, some in the 
er. TN 


he mediums that are cheap because 
y get a large price for a small value are 
rally the ones that sell their space for 
th ing they can get. They catch all the 
ip advertisers, because a cheap man is at 
ne in cheap cempany.— Marion (Ind.) 


Leader, 


PRINTE 


INK. 
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IN TEXAS. 

Houston is Galveston’s greatest rival in 

commerce. There is much jealousy between 

the two Texas —_~ A few weeks after 


Galveston had made 
her name 


her big splurge, getting 





in all the big papers, the 
Editorial Ass ion met in Houston, + 
ter parties, bar ment excursions and the like 
were given the untry editors for more than 
a week, Finally the day for departure came 


George W. Cleveland, a wholesale merchant 
and cotton factor in the city, concluded that 
he ild give the visitors a farewell lunct 
to the iation 


woul 

Noti sent t 

“ve emt nt be I j his estab 
every member must be on hand at his esta 





Ss were asso that 









lishment at noon on the day of his departure 
They were there A magnificent lunch was 
spread s the editors came downstairs they 
were handed a sealed envelope by a clerk 
stationed at the entrance. It was an or 

for a half-column advertisement for one y 

from date, payable monthly here was no 
price rhe dail got the year’s con 
tract as the weeklies Well, it 
ame e breath away from some 
f the a happier crowd never 
left a store. re than a year afterward 
the Texas papers teemed with praises of the 


['wo years later I 


ment 


Cleveland establish 
, 




















et Mr. Cleveland in Washington, asked 
him if the advertise ments had him 
‘Paid me!’’ he exclaime ” know 
about that. But somehow I received for 
commission sale 2 re bales of cotton 
that year than I r done before, a 
gr ery Sales 1 1 aggregate exceeded 
previous year’s record by more than 
$ 300,00 Paid me ?”—N. FY. Sun 
_ --- 
S. S. McCLURE 

S. S. McClure, of literary syndicate fame, 
has had a very ir iteresting career so far he 
is only f He worked his way 
thr 1 shortly after graduating 
four Outing, the magazine of sport, 
trave 1 pastime. He subsequently took a 
post in the business office of the Century 
Magazine. The est: oe, of the syn- 
dicate followed, and Mcé ’s Magaszi ¢ 
was started four years ago “Mr. McClure is 
said to be acquainted with more literary cel 
ebrities than any other man in America 
San /rancisco Argonaut 


Never use long words where short ones 
are just as good. 


ARRANGED BY STATES. 




















idvertisements under this head vents a line 
Must be handed in one week in adva 
_— ' 
MISSOURI. 
(ovr RS the field St. . Josep oh HERALD 8,000 
8,000 8. +» 9,000 w. - LAC 4A ISTE, N ow York 
I 
EW ¥ ORK. 
P NGHAMTON LEADER ie 
B INGHAMTON LEADER, the tea table favorite 
PDINGHAMTON LEADER, first-class penny 
afternoon paper. Most important daily in 
that city, commanding the respect and confi 


dence of readers and advertisers alike, both at 
home and abroad Average circulation covering 
every issue 1895, Daily, 8,745; Weekly, 6,600. More 
e etre ulation weekly than all the one rT panptaton 
eeklies combined HE VITH 

SP ECIAL AGENCY, Sole Agts 
| tising, New York and Chicago. 





 &. ... “oe 
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| full of live local and generalnews ; no boiler 
plate, no fake features, but a legitimate paper 
ding the fid e of its constituency. 





HAMTON LEADER, leading afternoon 
paper and the favorite family medium. 











OHIO. 


l AYTON MorRnNtnG TiMEs, 
WEEKLY TIMES - NEWS, 
weekly. LA COSTE, New York 


> OUNGSTOWN, O., Su 





EVENING NEws, 
14,000 daily, 4,500 





, Sunday NEws; established 

15 years ; 2 cents a copy ; Sworn circ’n 4,220 
copies. eaches the best homes. Rates 20c.inch. 
Write C. M. SHAFFEK & CO., Youngstown, O. 


TEXAS. 


(jALVESTON TRIBUNE. 








G ALVESTON TRIBUNE, a money winner. 





G ALVESTON TRIBUNE, the most influential. _ 
G ALVESTON TRIBUNE, prosperous and pow 
¥ erful. Leads the afternoon procession 


‘ALVESTON TRIBUNE makes mone y for it 

self and will n eit for you. Thoroughly 

up to date, with all mogern mechanical appli 
ances. A live paper for live people 


YALVESTON TRIBUNE, every copy counts. 

¥ City circulation larger than any newspaper 
in Texas. A dividend-paying medium, backed 
by the brains and capital of the city 


‘ALVESTON TRIBUNE, 
Weekly eight pages, all live, prospe rous pa- 
vers, published by the Galveston Pu. Co., F. 

Pres.; Chas. Fowler, Vice Pres. ; viet 
. Treas. ; Eyed Chase, Sec’y and Bus. Man.; 
Clarence Ousley, Fditor. 8. C. Beckwith Special 
Agency, sole agents. 


WASHINGTON. 


"| HE “Pp... rinses 





Daily four , pages, 


' 





ATTLE POST-INTELLIGENCER. 
Large st circulation in the State. 


CANADA. 


A line yearly. 30 best papers in Prov 
Quebec. E DESBARATS, Ad Agency, 


GE 


iY 








S606 


Montreal. 





Displayed Advertisements. 


Must be handed in one week in advance. 
cents a line; $100 a page; 25 per cent 
thed positi yn—tf granted 


Stbeeseeeeasesseses 


‘ * Walter C. Swart : 


Advertising 
Agent.... 


Any advertise- 
ment placed 
anywhere,any 
time, for reli- @ 


able people. ae 
+ 


* 
e 


50 
m.. rtra. Sor Specy 











* 
+. od 
- a 
*. * 
* * 
* Placing advertise- « 
@ ments for insur- 

ance companies 
@ and agents a spe- 
— cialty. 


¢ P.O. Box 830 
¢ 128 Wall Street 


$ Schenectady, N.Y. : 
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‘FRIENDS’ PUBLICATIONS. 


INGHAMTON LEADER, the home paper, filled | 


These are the only mediums to reach t} 
great body of Friends i in the United State 
and Canada, The Friends are a well-t 
and thrifty people, and have great confider 
in anything advertised in the periodicals 
the Church, 
1. The Teachers’ Quarterly 
published for the Sabbath School Sup« 
intendents and Teachers. 
The Advanced Quarterly 
intended for the main body of the Sa 
bath School. 
The Intermediate Quarterly 
is for a younger class of pupils. 
the Primary uarterly is f 
the infant class. ‘hese Quarter 
have a combined circulation of ov 
31,000, and are kept in the homes f 
three months; the advertisements ca 
not fail to attract attention. 
Our Youth’s Friend isa litera 
paper for young people. The average 
culation for the past year has been 11,11 
Our Little Folk’s Magazin« 
is intended for the little ones. Mot! 
are delighted with it, and any advert 
ment in it must claim their attenti 
Circulation, 4,000. 
The Christian Arbitrator 
This is the Friends’ publication on Pea 
and Arbitration. The circulati 
largely among ministers and educat 
‘It is an ry valuable medium for certa 
lines of advertising. 
tag circulation of the papers is 
50,000. 
FOR RATES APPLY TO 
enon Association of "Friends, 
HICACO, I 


ti i | 
( 


2. 


3. 


7. 





Texas isthe greatest Stateinthe Union. ¢ 
There are over 300,000 Baptists in Texas 


THE 
TEXAS | 
BAPTIST 
STANDARD 


is their chief denominational mediur 
The STANDARD has the largest circu! 
tion of any religious paper published 
the Southern States. 
The following affidavit 
fact: 


proves tl 
Waco, TEXAS, February 3, 189 
To WaHom It May Concern 
This certifies that the smallest number 

complete copies of the TEXAS BaPTIsT 81 
ARD printed during any week of 18% v 
2 PLU 

J. B. CRANFILL, Proprietor 
(Seal.) T. M. HammLton, Pressman. 

St. CLAIR LAWRENCE, Mailing Cler 


Subscribed and sworn to before me by 


B. Cranfill, T. M. Hamilton and St. Clair § 
Lawrence, this 3rd day of Fevruary, 189 ( 
Jno. T. BATTLE, 
Notary Public, McLennan Co., Texa 


Advertising rates are reasonable. ) 

Write tothe Texas Baptist Stand- ) 
ard, Waco, Texas, for sample co; 
and rate card. 


ern 
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No Time 
Like 
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to reach 
tl 
630,000 
Thrifty 
American 
Homes 
where the 
papers of 
LANE’S 
LIST 
are read monthly. Now there < 
a million extra readers, because = 
every country home is filled with 
i There is no dull time in 
Write me what you want. 


WALTER D. STINSON, 
AUGUSTA, MAINE. 


Number /2. 








PETTITT 


Volume XI. 


Constant in its influence. 
Unceasing in its efforts. 





Special 
Advertising 


OF PARTICULAR THINGS 
BRINGS SPECIAL PRIVILEGES 


in Select 
FC ediums 


— The Mason 
Identify His Family 
yourself with 


@he American 
Opler 


The Largest General Circulation of 
any Masonic Magazine in the World. 


DETROIT, MICH. CHICAGO, ILL. 
LONDON, ENG. 
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PU Sk 
~~ Circulation 7 


rded 
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acc 


the Albany papers 
in Printers i 


Ink, issue of May 
12, 1897, is not correct so far 
as it relates t 


* Ergus 


Tue Arcus has 


tT 


the largest circu- 


lation of any morning newspaper 
in Albany A sworn statement of 
the circulation of THe ArGus for 
the month of April, 1897, showing 


an average 


DAILY CIRCULATION OF 


6,293 


was left at ro Spruce Street by a 
representative of THE Arcus 

Send for sample copies of THE 
ARGUS and you will understand 
why 


The Argus Leads. 


THE ARGUS CO., 


POU Ur 
VOU Ua a 


: Albany, N.Y. : 
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has a larger 

paid circulation than all the 


other Albany dailies combined. 


BOOKS OPEN 


TO ALL. 





Consequently 
it is the best advertising medium 
in the Capital City. 


JOHN H. FARRELL, 


Editor 
and Proprietor 


New York. 


veer 


Albany, 


veveveD 
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Making 
our 
Presses 


fulfill our claims to the 


very letter. 


Therein lies 


the secret of the success 
of the ** New Model’? Web 


for your 
of the ** Century 
for your job room. 


newspaper, 
%° 


or 


Press 


are paying investments. 


The Campbell Co., 


6 Madison Avenue, New York 
334 Dearborn Street, Chicago 





Make ... 
Advertising 


ce 


THE 


Evening 
Journal 


OF JERSEY CITY, N. J., 


Was a daily visitor during 1806 


to no less than 


I 3, O35 Families 


in the wealthy suburban popula- 


tion of Hudson County. 


The MEDIUM that reaches 
15,035 families must pay 


advertisers. 


SEESSESESSESESS 


HAVE received letters 
from three trade papers 
regarding 


g e setting of 


g tn 
advertisements. I expect to 
receive orders from each, 
There are more than three 
trade papers in this country 
whose ads can be improved 
I know it. 
publisher of 


paper in the 


typographically. 
So does the 
every trade 
United States 
I want to correspond with 
every publisher of a trade 
believe 


paper. I he 


mestly 
I can improve his paper 
typographically, and there- 
by increase his advertising 
patronage. 

My system is plain. You 
send me the copy. 

I mail a proof of each 
advertisement the day it is 
received, anc 1 ship the elec- 
trotype upon the day follow- 
ing the receipt of O K. pro of. 

By this arrangement every 
publisher can figure out for 
himself just how many days 
ahead he wants to let me 
have copy. 

My terms are the same to 
all and will be furnished on 


application. 
WM. JOHNSTON, 


Manager Printers’ Ink Press. 
10 fee St., New York. 
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Fooled On 
My Own Ink! 


Office of OPPENHEIMER & CO., 


I. TONSON, New York CINCINNATI, O., June 5, 1897 
DEAR SiR—Inclosed find check for five ($5.00) dollars, for which please 
by freight 100 lbs. of the best news ink in t world. We know 
f we speak. Do you? Yours truly, 


Say! I I., we've gota joke that’s too good to keep. We used some of 


I am proud to learn that I was fooled on 

my own ink, as it was as nice a working 
brown as I ever saw and I would have defied 
ny ink man in the country to quote the cor- 

ect price paid for it. I really did not think 
iat such fine work could be done with the ink 

sell in three (3) pound cans for one dollar a 

an. Try acan and be convinced. Send for 


my price list. Address 






Printers Ink Jonson 


8 SpRUCE StT., NEW YOrK. 
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‘ 
ATLANTA, Ga., April 25, 1897. 
rhe daily circulation of the 
for the past few months has averaged 23,930 copies. 
Ihe distribution being as follows: 
GEORGIA. 
Rome .eee+-252 West Point »¢ Buford Dublin 
Marietta 286 Covington 43 Norcross >; Wrightsville 
Thomasville 82 Oxford 3 Flowery Lumpkin 
Columbus. 189 Lawrencevil Brat I Vienna 
Griffin q Elberton . I Acwortt 5 Moultr 
Barnesville ...167 Athens 42 Stone M t * Fitzgera 
‘orsyth... 85 Statesboro . 2 Abbevil I Dawsor 
Savannah 83 Greensbor I Decatur I Union | 
Sandersville... 50 McRae . 19 McPhers ( r 14 
Brunswick..... 78 Jesup I Ba k 66 14 
Jonesboro 58 Eastman 2¢ Austell 4 
Jackson 119 Cochran. 1¢ alm 
McDono 73 a sville . 7¢ Tennille 4 
Waycross 8¢ é iFayet 41 
Milledgeville 45 Do ruglas vill 4 lifton 41 17 
Ma on . 8 l'allapoosa 4 Millen 4 34 
Valdosta... 17 Harmony Rockma 21 
Quitman 35 Grove 1 Hogansvills 24 29 
Cordele 44 Cartersville 14 Roswel 4 
Americus .... .108 Dalton $ Fort Va 27 
Shellman 21 Cedartown. 83 Fayettev 28 
La Grang 145 Lithonia... Louisvi 1 14 
Newnan 17 Conyers Wadley I I 
3ainbridge 3 Washington Winder >) 14 
Carrollton. .? 36 Madison 108 Lumber City 1s 
Thomaston 87 rade n 44 Hawkinsville.. 28 2 
Albany 148 Augusta 5 Baxley I 2 
Fairburn 6€ Monroe. oo 6s Camilia.... r¢ — 
Grantville. 40 Lithia Springs. 1¢ 
ALABAMA. 
Montgomery... 66 en 35 Anniston . 45 Columbia 1 
Selma es 29 Clayton .- 15 Opelika. - 64 Dothan 15 
Eufaula . 42. Mobile - 390 Troy.. 42 Greenville ¢ 
Tuskegee ..... 5 New Decatur.. 11 Union Springs. 22 Abbeville 11 
Gadsden ...... 3 
FLORIDA. 
Pensacola 93 Tallahassee.... 17 DeFuniak St. Augustine.. 11 
Jacksonville... 29 Marianna 14 Springs ... 11 Apalachicola... 12 
Tampa ..e. 25 Fernandina... 42 Milton........ 23 Chipley. 14 
SOUTH CAROLINA. 
Greenville..... 45 Anderson - 29 Spartanburg.. .10 Newberry 77 
Abbeville ..... 79 Greenwood 2 Chester oo IE slacksburg I 
COR ccscce Oe Seneca.. 34 
NORTH CAROLINA. 
I ec icdtibs.sa,o00sueeien 66 0 Se ee eee eee > 17 
MISSISSIPPI. 
West Point 24 Columbus hes ? needa ae 
lotal outside of Atlanta.... és &,¢ 
Delivered in city of Atlanta by CRPTIOES,. oc ccccadccecosesis 8,059 
Miscellaneous mail list “i : 4,582 
Street sales, news-stands and railway news agencies....... 2,686 23 930 
THE ATLANTA JOURNAL, ? 
, 
HOKE SMITH, Pres. H. H. CABANISS, [igr. 
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® Lhe Daily W 
*“ Houston Post ¥y 
WN goes in club packages to W 
MN 379 POST-OFFICES W 
M\ in TEXAS and LOUISIANA every day. W 
AN dep omg cough saga y 


1er 


AN newspaper. THE DAILY POST also W 

sends three or four papers each to hundred Yy 
WN of small offices every day in single — W 
AN pers not counted above. W 


UN ° W 
*" The Semi- v 
r Weekly Post ¥ 
nN goes in club packages to W 
A 1413 POST-OFFICES wy 


W\ Do you want to reach the 4 W 





4“\ people in these towns... £ W 
AN \ 
AN You can see the lists and get rates W 
AN by dropping a postal to or calling on W 
A 

” 

A 

AN 

A 

mn 

i 

* SOE 

a 
lcseadllliteetiiientcmunnnmemenel 
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in the “Crescent City.” 


New Orleans 
States. 


Actual Average Circulation during 1896— 


‘ Daily, eee eee 13,557 
Semi-Weekly, 5,914 3° 


The Daily States was established about 18 years ago 
with the view of giving New Orleans what it had 
never had, a first-class afternoon paper of high grade. 
Circulating in homes and houses in the city of New 
Orleans and suburban territory, it is one of the best 
of all possible mediums. 


THE DAILY STATES PUBLISHING CO., 
New Orleans, La. 


Capt. J. PINCKNEY SMITH, Manager. 
H. J. HEARSEY, Editor. 
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EXPERTO CREDE! 


WHICH SIGNIFIETH 


Ask Somebody That Has Tried It 


~ 








ERE followeth an excerpt from an address delivered by Mr. 
HENRY S. MATTESON of Morris, N. Y., before the Ameri 
can Cheviot Sheep Breeders’ Association, at its December 

meeting at Cooperstown, N. Y. 


* Only two or three men in this nty advertise. Breeders are too much 
afraid to spend a dollar; if they ilvertise at all they want to do it cheaply 





They imagine at the cheaper they can get space the more they're in—{f 
getting that the space is not what counts, but the public which the paper 
reaches. Advertise in a paper that goes to men who buy! Here is an 
experience of mine with 


THE COUNTRY 
GENTLEMAN, 





1 paper with which you all are or ought to be familiar A friend and I com- 

ved to advertise poultry; he had rns ar I Plymouth Rocks. 
Ive ad.ertisement cost us $6, and that 7 high at the time, 
W , gentlemen, the week after the EN ame out we had an 


ter for three settings of eggs, which brought us in $1 ay or two later for 
two settings more, $10. And so it went on, and we mad »f that six-dollar 
rtisement. My rule is, advertise in a paper that charges something, and 


ll get somethingor your money When you go to a countr 





paper an! get 












olumn for to cents with a personal not every week, y k you 
tterterms. But you haven't. If u want anything s ld you must 
I for it. Here is another example: A man | know advertised the s 
paper, the Country GENTLEMAN, a pair of mare He paid $4 for the adver 
I 


S A 

tisement, and inside of a week received 40 letters; he sold those mares for 
. The Country GENTLEMAN asks a high price for its space, but it’s t 
biggest advertising medium in the United States,’ 
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The Country GrNTLEMAN is admittedly the Leading Agri- 
cultural Journal of the World, and Prinéers’ /né says editorially 
that it ‘‘meets the eyes of an unusually large number of the class 


} 


known as gentlemen farmers, and is in demand among advertisers 
desiring a circulation of the very highest class.” 


—_———— 





Twenty large pages weekly, freely illustrated and carefully printed 
on fine paper 


Advertisements tastefully set and carefully classified. 
ONE INSERTION: 40c. per line; $5.60 per inch. 
Liberal Discounts for Continuance. 
Subscription Price, $2.50. Send for Sample Copies. 


LUTHER TUCKER & SON, PUBLISHERS, ALBANY, N. Y. 
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c\ WHY IT PAYS 
ADVERTISERS 








The People : 


Who Purchase It 
Have Money 








tHE... 
CA AY 


FIV CENT 
eV? 
SUNDAY PAPER 


Is Always Purchased By : 
People Who Have ; 
The Stuff 











{ Having It To Purchase 

; A Five-Cent Paper 

: They Have It To Pur- 

: chase Good Goods From 
The Advertiser 





i GIVE A TRIAL ORDER AND SEE : 
WHAT COMES FROM 
: 250,000 TELEGRAM READERS ; 





ee ed 


SPROmMM tH PR Se hy 


H. S. BROOKS, President and General Manager. : 





2+ 





A. FRANK RICHARDSON, : 
New York. London. Chicago. } 


IT SELLS FOR 
FIVE CENTS 
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Comparisons 
Count —_ 


The shrewd advertiser looking for 
the newspaper mediums through { 
which he wishes to place his wares 
before the public naturally compares 
one with another before making his 
selection. There are many points up 
on which comparisons can be made 
but the two most important are sales of papers and amount of 
advertising carried. To him the TELEGRAM offers the 


following tigures, which can easily be verified : 


SALES DURING MAY, 1897 





Total, Ere TORI... 5 oo disecisscca. ccke. ... %92,850 
Average net daily, Evening Telegram.......... 31,714 
en ae 166,300 
Average net per Sunday........... ...++. 83,260 


The sales of the EVENING TELEGRAM we guarantee to 
be larger than those of any other evening newspaper published 
r sold in Rhode Island, while those of the SUNDAY TELE 
GRA M we guarantee to be at least three times larger than those 
of any other Sunday newspaper published or sold in the State 


BUT HOW ABOUT ADVERTISING ? Here 
are some statistics that speak for themselves : 


Comparison of Advertising for May, 1897 


Paid advertising in Evening and Sunday Telegram, 393,134 lines 
Paid advertising in Sunday Telegram........... 116,634 lines 
Total, all kinds of advert’sing, in Daily and Sun- 

ee a a pa ia a 367,444 lines 


Total, all kinds of advertising, in Evening Brl- r 
letin and Sunday Journal combined ....... 


Total, all kinds of advertising in Sunday aa, 34,482 lines 
Excess of advertising in Evening and Sunday )} 

Telegram over Daily and Sunday Journal . 5 25, 690 lines 
Excess of advertising in Evening and Sunday ) 

Telegram over Evening Bulletin and Sunday - (16, O86 lines 

ee a gaint k an nie xmedenan 


Excess of advertising in Sunday Telegram over } 
ERE RS ei 5 82, 152 lines 


377.048 lines 


PROVIDENCE TELEGRAM PUBLISHING CO. 
PROVIDENCE, R. I. 


” 
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Why do you think advertisers spend thousands of 
dollars each year in the 


Vickery & Hill List 2 


We have several customers that each spend about $10,000 per 
year and have done so for several years. Our largest customers are 
those who can trace results, but we have a representative list of the 
big general advertisers who never buy space, except when they are 
satisfied that the medium is a good one. How are these? Every one 


of these advertisers used the 


Vickery & Hill List 


DURING 1896. 


ENAMELINE, SWANSON RHEUMATIC CURE CO., 
- LORING & CO., 
WELLS, RICHARDSON & CO., J. C. AYER CO., 
LYDIA E. PINKHAM MEDICINE CO., Cc. I. HOOD & CO., 


WINSLOW SOOTHING SYRUP, LONDON TEA CO., 
WARNER SAFE CURE CO., SCOTT'S EMULSION, 
CHURCH KIDNEY CURE CO.,, STERLING REMEDY CO., 
T. A. SLOCUM MEDICINE CO., INDIA CEYLON TEA CO., 
HARPER FURNITURE CO., HALL’S HAIR RENEWER, 
REVERSIBLE COLLAR CO., and many others. 


Have you investigated this list? Perhaps you are losing that 


which would add materially to your profit. Why not ask some on 
who does know about it ? 


A CIRCULATION OF 1,500,000 PER MONTH 


IS AT YOUR SERVICE. 


C. E. ELLIS, 
SPECIAL ADVERTISING MANAGER, 
401-2-3-4 Temple Court, N. Y. City. 


BOSTON OFFICE : CHICAGO OFFICE: 
72 International Trust Building, 903-4 Boyce Building, 
E. R. GRAVES in charge. W. J. KENNEDY in charge. 
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DO 
YOU 
WANT 


to reach the purchasing classes of the 
GREAT PENINSULAR STATE, with its 
rich and varied resources P There is 
no better medium with which to reach 
the buyers of Michigan than 


THE DETROIT 
FREE PRESS 


The oldest, brightest, cleanest and 
best paper in the State. It thorough- 
ly covers the field. 


i 


WE 
WANT 


a share of your advertising patronage, 
and will be glad to send you advertis- 
ing rates, sample copies, etc., upon 
application. 


THE DETROIT FREE PRESS, 
Detroit, Michigan. 
R. A. CRAIG, 
Mer. Eastern Office, 
41 Times Bidg., New York City. 
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The best 
paper 
pays best 


“The best advertisement,” accord- 
ing to the experienced gentlemen of 
The Geo. P. Rowell Advertising Co., 
“is the one that tells what you want 
to say in the fewest and plainest 
words. So word your advertisement 
that it will be understood. So dis- 
play it that it will catch the eye. In- 
sert it in the best daily paper—mind 
you, THE BEST. If the advertise- 
ment is as good as it should be and 
the display is as good as it can be, 
one insertion ought to do the busi- 
ness. Todo more business prepare 
a new advertisement.” 

The gentlemen are right. It is 
THE BEST papers that pay best. 
In Springfield, O., the REPUBLIC- 
TIMES is admittedly the best paper, 
and Springfield’s a mighty good town. 
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The Hosterman Pub. Co. 
Springfield, Ohio. 


1227 Am. Tract Soc. Bidg., 
NEW YORK. 
50 Hampshire Block, 


CHICAGO. 
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‘* Almost with the regularity of clock-work,” said the editor of a New York 


trade paper, when relating his experience with 


Ripans Tabules 


‘I used to feel at about 11 o’clock that something had gone wrong with my 
breakfast. Especially was this true if | had had a restless night, as you know 
bot an uncommon thing with head-workers My stomach,” continued he, 
under the standard as to strength and it used to seem at those times to 

t only indifferently and sometimes to even stop work. Clouds would come 
efore my vision and then a slight nausea would be felt. Years of that sort 
thing had made me know the symptoms as well as I know my name, but 
ice I learned about Ripans Tabules I have practically overcome the difficulty 
ind it is not often that any one gets as enthusiastic over anything as I do over 


th 


em. Nowadays, whenever I recognize the old familiar symptom, 
DOWN GOES ONE OF THE BLESSED LITTLE CONCENTRATED BOONS, 


And in a few minutes the visual clouds lift, discomfort passes away, my 
tomach apparently resumes its operations and at half past 12 or 1 o'clock I 
go out to my usual rather hearty luncheon—all in delightful contrastawith my 
former practically ruined afternoons which I used yainly to seek to escape by 


fasting and various doses.’ 
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Will convince every one that under 
the New Management 


~~ CHICAGO 
wear ATC § 


is one of the CLEANEST, BRIGHTEST and PRO- 
GRESSIVE Newspapers of the day. 





OLD METHODS 
OLD POLICY 
OLD IDEAS 

OLD PRINCIPLES 


HAVE BEEN 
OBLITERATED. 


EEEEEGee 









ITS AIM NOW IS TO PRINT 
All the News that is Wholesome. 


NOTHING MORE, 











NOTHING LESS, 










“ill » find THE DISPATCH 
ADVERTISERS ri oe of 


majority of the 
HOMES, OFFICES, BUSINESS HOUSES and FACTORIES, and on 
ALL the TRAINS and STREET CARS in and about CHICAGO. 







Eastern Office : HOME OFFICE : 


517 TEMPLE COURT, 115-117 Fifth Avenue, 
New York. CHICAGO. 
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Out of Print 


The entire June edition of the AMERICAN 
NEWSPAPER DrReEcToRY has been sold. 

The next edition, revised and corrected, 
will be ¢ssved September ist. Price $5, de- 


livered carriage paid. 


fF $25 paid strictly in advance, ad- 
or 9 vertisers and others may be- 
ome subscribers for and members of the AMERICAN 
NEWSPAPER Directrory’s Confidential Information 
Bureau. The said subscription carries with it a 
right to receive (carriage paid) a copy of each 
quarterly issue of the AMERICAN NewspaPeER D1ReEct- 
ory (4 vols. per year), also an annual subscription 
to Printers’ Ink, a journal for advertisers (issued 
weekly), and the further right to ask for and receive 
at pleasure confidential reports concerning the cir- 
culation or character of any American newspaper 
credited with issuing regularly so many as 1,000 
copies. Such confidential reports will be supplied 
to subscribers whenever called for. 
For further information address 





GEO. P. ROWELL & CO., Publishers of 
AMERICAN NEWSPAPER DIRECTORY AND PRINTERS’ INK, 


No. 10 Spruce Street, New York. 


From the Chicago (Il. 
Messrs. Geo. P. Rowell & Co.’s American Newspaper Directory has long since earned the 
reputation of being the best of its character. It contains the results of patient, expensive 
1nd systematic effort to secure all attainable information of interest concerning American 
ewspapers. The work has been honestly done. This will not be questioned by any un- 
rejudiced examiner. The most important question is circulation, In attempting to give 
this information the Editor of the Directory encounters his most difficult work. Asarule, 
ewspaper publisbers lie, directly or indirectly, concerning the circulations of their papers. 
It is the aim and necessity of the Directory to give the truth instead. The result of this 
ference of purpose is inevitable —a great deal of criticism and abuse from publishers 
whose untruthful statements have not been accepted by the Editor of the Directory. The 
sttacks of papers of this class upon the corrections of the Directory have, however, been 
insuccessful in affecting general confidence in the character of the work, and Geo. P. 
Rowell & Co.'s American Newspaper Directory is today the dependence and guide, in a 
greater or less degree, of every large advertiser in the country. 


Daily News, August, 1880: 
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DAILY, SUNDAY, WEEKLY, 
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Has Been the Leading Paper in the 
State of Washington. 


ret Ld 


Post-Intelligencer, — ; 


DAILY, SUNDAY, WEEKLY, 


Has Double the Circulation of Any Paper in aS 
the State. It Brings Results (> 
to Advertisers. A 


ad { 
A. FRANK RICHARDSON j fiiisine Bullding, New York. 


S. P. WESTON, in charge of Ad ising. Ma 
JAMES D. HOGE, Jr., Mana 


: 
The Seattle 
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Note_ 


that 
the 


BROOKLYN 


is the only 

through line 

from the 

Brooklyn Bridge 

to Brooklyn Jockey Club track 
and Coney Island. 

Its popularity is daily 

proven by the numerous 5-car 
trains filled with passengers. 
There are also four 

other divisions, covering 
practically the city of Brooklyn, 





and the advertising is 
controlled by 


GEO. KISSAM & CO. 


253 Broadway, New York. 
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Street Car 
Advertising 


* we control 


the best and largest 
list of cities — 


Have 
the greatest number 
of known, 


successful advertisers — 


Do 
the largest business 
in the world — 


And 

that our rates are 
the lowest for 
legitimate service. 


GEO. KISSAM & CO. 
253 Broadway, New York. 
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CANADA, 


liveliest cities. 


| ‘ ? is one of the Dominion’s 
Be 
¢? 


a4eeee 


j >¢ Its Street Railway System 
¢ ? is modern, 
Its Electric Cars 
p24 of American manufacture, 
¢ > and its citizens live, progressive 
and enterprising people. 
Pa 44eeee 
| ¢ ? We 
¢ control the Advertising 


¢ ? in all 


o¢. For rates, details, etc., address 
GEO. KISSAM & CO, 


378 Main Street, Buffalo, N. Y. 
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Advertising 





Involves the expenditure of large 
sums of money. Every one is anxious to so con- 
duct it as to secure the greatest returns for the outlay. 





To ask advice of those who have had experience 
is most natural, and as PROFESSIONAL advertisers 
we are often called upon to give such instructions as 
will enable the inquirer to avoid unremuncrative 
expenditures. 








AS ADVERTISING AGENTS we offer the facilities 
which we possess to the advertising public, with 
confidence in our ability to be of service ; and, 
although prepared to negotiate the largest transac- 
tions, we are anxious to secure the patronage of 
small advertisers, and we make it a rule to give to 
an order for a single paper, which may amount to 
no more than one dollar, the same care and atten- 
tion which would be bestowed upon one amounting 
to hundreds of thousands of dollars. When it is 
understood that the convenience of an Advertising 
Agency like ours costs the ‘advertiser nothing—our 
services being paid for by the publishers entirely— 
there would seem to be no reason why advertisers 
should not invariably avail themselves of them. 





The Geo. P. Rowell Advertising Co., 


10 Spruce St., New York. 











